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(Above) Graybar Electric Company Officials. (Left to right): 

A. L. Salt, President; L.M. Dunn, Vice President in Charge of 

Staff; F. A. Ketcham, ExecutiveVice President; G. E. Cullinan, 
Vice President in Charge of Sales. 


What Makes a Salesmen’s 


Compensation Plan 
Successful? 


By CHARLES W. HOYT 


A-DARTNELL-PUBLICATION 


For the Conversion of Any Skeptic 


(If one 1s skeptical of either the quality or 
variety or economy of Multigraph printing) 


Read the letter and then look up The American Multigraph Sales Company 
in your telephone book. We have branch offices in 50 principal cities. 


THE AMERICAN MULTIGRAPH SALES COMPANY 
1832 EAST 40TH STREET CLEVELAND, OHIO 


“CANADA DRY” 


Me hanthsing Specialis | 
§ aay _ i 


SAN FRANCISCO OFFICE 
24 CALIFORNIA BT. MAIN OFFICE 


SEATTLE OFFICE June 4, 1927 R28 last St Strect 
RALLAS OFFICE Los Angeles, Caittornia 


O02 FIDELITY UNION BLDG. 


The American Multigraph Sales Co., 
E, 40th St. & Kelley Ave., 
Cleveland, Ohio 


Gentlemen: 


About a year and a half ago we installed our first Multigraph 
’ printing unit with the idea in mind of doing our own form-letter work 
and on the strength of samples of Multigraph printing we had seen, we 
had hoped to do some of our own printing. 


Frankly, we were skeptical, particularly on the point that we 
could turn out on a form-letter machine, printing that would compare in 
quality with the work wa had been getting from our printer. 


Sincs installing the first equipment however, we have done all 
of our form-letter work and all of the printing of stationery, office 
forms, report forms, etc., which are used by not only the main office, 
but all of the district offices of the organization which distributes 
CANADA DRY in the “Yestern half of the United States; and the workmanship 
has been more than satisfactory in every instance. 


In addition to this, we have also printed all of the folders 
and descriptive literature that. we use in our Sales Promotion work, a 
number of them being three and four-color jobs whera accurate register- - 
ation is necessary; in fact since installing Multigraph equipment, we 
have bought practically nothing of a printed nature on the outside. 


An equally important point to us is the savings we have ef- 
fected in our printing costs. With our present equipment, we are turn- 
ing out an average of six to eight hundred dollars worth of printing a 
month, and at a saving of from 30 to 40 percent of what we would have 
to pay for it outside. 


If you care to, we shall be glad to have you refer any pros- 
pective user of the Multigraph to us for any information we are in a po- 
sition to give. 


Yours very truly, 


Manager Advertising Deparftnent 
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Uses Our Service Now? 


The Knapp Company 
Palmolive Soap Company 
Continental Casualty Company 
Williams Oil-O-Matic Company 
Orange Crush Company 
Drackett Chemical Company 
Stark Bros. Nurseries 


And hundreds of other large 


organizations 


Courtesy ‘ine Puluuan Company, 


Harry Houau, for ten years vice presi- 
dent and comptroller of the B. F. Goodrich 
Rubber Company, was elected president 
at a directors’ meeting recently held in 
Akron, Ohio, where the Goodrich Com- 
pany has its plant. Before Mr. Hough 
joined the Goodrich Company he was a 


tising on the Worcester (Massachusetts) 
Telegram-Gazette. He succeeds Mr. Wil- 
liams who resigned to form the new Rule- 
Williams advertising agency. 


Do They Use Our Service? 


Tuomas F. KiLrog, formerly with /Jron 
Because it guarantees tremendous 


Age and more recently with Furniture 


results. Here’s wh F member of a large accounting firm in Record, has joined the New York office of 
say of it: a New York City. the Gillette Publishing Company, as a 
y OF it: In addition the board elected D. M. 


representative of Engineering and Con- 


GoopricH, son of Dr. B. F. Goodrich, tracting. 


founder of the company, as chairman of 
the board of directors. Mr. Goodrich had 


Ditto, Inc.—“Getting wonderful 
results. Men and families enthusi- 
astic.” 


Harry E. ANDERSEN, who has been in 


Reliance State Bank—“Using your 
service in bond drive, we did 228% 
of quota. Greatest contest we ever 
Staged.” 

D-A Lubricant Corp.—“Your con- 
test has developed more interest than 
contemplated. First week results 
indicate that contest will run far 
above our most optimistic expecta- 
tions.” 

Book House for Children—“Your 
Pickit & Winit service increased our 
business 52%. Will repeat.” 


WHAT 


Sort of Service Is It? 


A service that secures larger volume, new 
prospects, new accounts, speeds up turnover 
and collections, opens new territory, stimu- 
lates house and distributors’ salesmen, etc. 


THE ANSWER 


To These Brief Questions 


can be found in our booklet “Sales Con- 
test.” Every Executive interested in Sales 
should have a copy on file, for it contains 
very valuable information on Sales —Cam- 
paigns — Stimulation — Contests, etc. 
TODAY. It’s free and implies 


W RIT no obligation. 


UPSCO 


fora copy of “Sales Contests’’ 


Pickit and Winit Service 
Executive Offices 
307 N. Michigan Avenue 
Chicago 
Canadian Office 
44 Victoria Street, Toronto, Canada 
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been a member of the board. J. D. Tew, 
director, was elevated to first vice president 
and member of the executive committee. 
The elections of Mr. Hough and Mr. Good- 
rich fill the two vacancies left by the late 
president, Bertram G. Work. S. M. JEpp 
has been appointed secretary to succeed 
F. C. Van Cleef, whose resignation was 
recently announced. 


FRANK D. MaAckiE has joined the 
Topics Publishing Company and will be 
in charge of the Advertising Service 
Division. Mr. Mackie has been connected 
with the advertising and merchandising 
field for twelve years. 


Epwarp A. NEUTZENHOLZER, former 
display advertising manager of the Akron 
Beacon Journal, is now president and 
general manager of the Springfield (Ohio) 
Sun. Both papers are published by C. L. 
Knight. 


ELMER E. BucHerR has been appointed 
assistant vice president of the Radio Cor- 
poration of America, and JosEPH L. Ray 
has been appointed general sales manager. 
Mr. Ray was formerly general supply 
sales manager of the Graybar Company. 


CHESTER A. Norton of the Westing- 
house Lamp Company of Boston, has been 
appointed sales manager of that company 
in the New York territory. Mr. Norton 
was formerly a president of the Sales 
Managers Club of the Boston Chamber of 
Commerce. F. M. Wicks will assume the 
sales managership of the Westinghouse 
Boston office. 


Lynn B. Dubey has been appointed 
branch manager of the New York office of 
the Campbell-Ewald Company. Mr. 
Dudley has been associated with the ad- 
vertising field for more than twelve years. 
He was formerly advertising manager of 
the Federal Truck Company. 


Tuomas J. MILts has been promoted to 
a position in charge of national adver- 
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the advertising department of The Ne- 
braska Farmer for two years, has been 
appointed advertising manager to succeed 
GLENN SNYDER, who resigned effective 
October 1. W. F. Jones will take over 
Mr. Andersen’s position in the advertising 
department. 


Two Boston newspapermen have been 
chosen for the staff of the State Depart- 
ment of University Extension in Massa- 
chusetts. JosEPH DoyLe of the Boston 
Herald will teach advertising and HENRY 
GILLEN of the Boston Post will teach 
journalism. 


The Bell and Howell Company, manu- 
facturers of professional and amateur 
moving picture equipment, recently ap- 
pointed H. O. BopinE to take charge of 
their New York office and serve as eastern 
sales manager. 


Wittiam H. Hopce, who has been 
manager of the advertising and publicity 
department of the Byllesby Engineering 
and Management Corporation for ten 
years, has been appointed vice president 
and also manager of the newly created 
sales and advertising department of the 
company at its headquarters in Chicago. 

Previous to his connection in the utility 
field, Mr. Hodge was managing editor of 
the magazine, Public Service, of Chicago. 


Caprain P. K. Crocker, formerly sales 
and advertising manager of John Schoon- 
maker and Son, Newburgh, New York, 
has been appointed research director of 
the Shadex Company of Springfield, 
Massachusetts, makers of the fiber window 
shades, Captain Crocker was at one time 
assistant advertising manager of Lord and 
Taylor, New York and also on the staff 
of the New York Sun. 


T. S. Grusus, vice president and treas- 
urer of Union Switch and Signal Com- 
pany, has been elected comptroller of the 
Westinghouse Air Brake Company, and 
its subsidiary companies in this country. 
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How We [aught Small Buyers 
to Say “Send Me a Carload” 


EPRINTS of na- 
R tional advertise- 
ments in four col- 
ors and in black and 
white make a fine im- 
pression when shown in 
an elaborate portfolio, 
but they should be 
backed with definite re- 
tail selling plans, a thor- 
ough knowledge of the 
retail business, and sound resale 
suggestions to secure active and 
more consistent cooperation 
from the dealer. 

By active cooperation is meant 
concentrated effort to sell your 
merchandise on the part of your 
dealers. 


What the Retailer Needs 


HE Kroehler Manufacturing 
Company is one of the com- 
paratively few furniture concerns 
that uses national advertising 
in a large way, and it has been 
a national advertiser for many 
years. Retailers and our sales- 
men tell us that now we are 
beginning to secure the returns 
from that investment started 
fourteen years ago. 
3eginning in a small barn at 
Naperville, Illinois, more than 
thirty years ago,. today the 
Kroehler Manufacturing ‘Com- 
pany is the largest manufacturer 
of upholstered living-room furni- 
ture in the world, a record of 
growth in a highly competitive 
industry which is due largely to 
the ability and foresight of one 
man, P. E, Kroehler. 


SALE S§ 
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Manufacturing Company 
By H. G. DAVIS 


Kroehler Manufacturing Company, Chicago 


Several years ago Mr. 
Kroehler said, “We want to help 
our dealers sell our furniture. If 
a retailer says he can’t sell his 
stock, we must be ready to step 
into his store and help -;him sell 
Kroehler furniture at 'a_ profit. 
We want to be able to supply 
him and his salesmen with -sell- 
ing plans that will get the busi- 
ness for him.” 

Then it was time to learn just 
what our retailers needed and the 
place to learn was in their stores. 


Basic Selling Principles 


WO years of traveling from 

coast-to-coast, taking retail 
stocks as they came, and selling 
the furniture at the regular mar- 
gin of profit required by each re- 
tailer, teaches that the average 
family will buy during a “special 
sale” or “week” and pay the 
usual price for furniture, provid- 
ing that furniture is known by 
name and reputation. 

It also teaches that the same 
underlying merchandising ideas 
that sell cream separators, gro- 
ceries or shoes in volume, will 


, 22 2 ieee 


Advertising Used to Move Merchan- se ge ay — 
e 1 F . 1t Of saie 

dise, Not to Flash at Buyers, Builds 

New Type of Merchant for Kroehler 


may be larger or small- 
er, but if the ideas are 
right they can be used in 
many lines. 

When a retailer says, 
“My warehouse and 
‘sales floors are loaded 
with your merchandise. 
It is not selling. There 
will be no more orders until | 
move this stock,” then you have 
the opportunity to prove the val- 
ue of national advertising, and 
your own ability to merchandise 
your products to the final con- 
sumer. 


The Dealer’s Problems 


HIS, we belive, the Kroehler 

Manufacturing Company has 
done, and is doing, for its re- 
tailers. 

In September, 1924, one of our 
accounts in a city of six hundred 
thousand population, wrote that 
their store and warehouse was 
filled with Kroehler davenport 
bed suites, and business was 
poor. 


The August sale had _ been 
pushed to the limit and then 
came the lull in business that 
usually .follows this semi-annual 
feature of the furniture business. 
But that year the lull was such 
a vacuum that it had the store 
guessing. We arrived in the 
dealer’s store in the middle of 
September and said we were 
there to help them sell their stock 
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in a week’s sale. The manager— 
one of the keenest, squarest and 
wealthiest furniture retailers of 
the country—said somewhat sar- 
castically, “So you’ve come to 
teach us our business—you’re 
rather young for the job.” 


In a half hour’s talk, we con- 
vinced the retailer that we knew 
retail selling. The manager 
called his merchandise manager 
and advertising manager into the 
office and told them to follow our 
suggestions, 

The first advertisement—a full 
page—appeared on Sunday. A 
follow-up advertisement in 
smaller space was run 
Tuesday evening and by 
Wednesday night every 
Kroehler davenport bed 
suite in the store and ware- 
house was sold at a price 
that brought the usual mar- 
gin of profit. Included in 
the sale there were a num- 
ber of suites which had been 
taking up space for many 
months, davenports and 
chairs upholstered in cover- 
ings which had gone out of 
style. 


Sales Plan 


How was it done? 
By sound merchan- 
dising ideas, and tak- 
ing advantage of eve- 
ry sales factor avail- 
able. By placing the 
Kroehler name in the 
headlines, devoting 
retail newspaper copy 
to tell why Kroehler furniture 
was a good investment, and by 
adding a real merchandising idea 
to the advertising. Of course, it 
was backed up with a large as- 
sortment of Kroehler davenport 
bed suites, window displays, and 
a good retail sales organization 
who sold enthusiastically. 

Four years ago, a New York 
retailer was “handling” a few 
Kroehler davenport bed suites, 
when our representative told him 
Kroehler would make the dealer 
a carload buyer if he would 
follow our New York man’s 
suggestions. 

The merchant agreed reluc- 
tantly. The first thing the 
Kroehler man did was to bring a 
davenport bed from the back of 
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the store, where it was covered 
with a miscellaneous assortment 
of pillows, up to the cashier’s 
window where customers paid 
their accounts. 


“Now,” said the Kroehler man, 
“whenever one of your salesmen 
comes up to this davenport bed, 
have him open it. If it is open, 
have him close it. Get a thick 
mattress, sheets and blankets on 
the bed.” 


P. E. Kroehler, President 
Kroehler Manufacturing Company 


No order for additional mer- 
chandise was asked. 


The next day the retailer tele- 
phoned our New York salesman 
to come to the store. The dealer 
had sold four suites and gave the 
Kroehler representative an order 
for four more suites—that dealer 
was taking no chances. Several 
days later he ordered eight suites, 
just what he had sold. 


Within ten days, he asked the 


Kroehler man, “How many suites 
in a car?” 

We talked to this dealer in the 
spring of 1925 and suggested a 
sales idea, showing what other 
dealers in different sections of 
the country were doing with that 
plan. 

A year later he wrote us, “Am 
glad to tell you we have been 
having some very nice results 
from that type of advertising, 
which was started at your sug- 
gestion, back in April, 1925.” 

Today this account is one of 
the best we have in New York, 
buying many carloads each 
year, and selling our furni- 
ture at prices profitable for 
the store. It is what is 
known as a good account 
for any national advertiser. 


Special “Weeks” 


In one eastern state, a 
chain of stores in five towns 
was selling our furniture in 
fair volume, when our sales- 
man suggested to the mana- 
ger of the largest store in 
the chain that Kroehler 
could help him greatly in- 
crease his sales of living- 
room furniture. The man- 
ager said he knew the retail 
business, did not need a fac- 
tory man to tell him how to 
sell, and that no outsider 
could show him anything 
new. 

So the Kroehler man 
made arrangements’ with 
another account in the town 
to hold a Kroehler week 
with the help of one of our 
resale men. At the same 
time, the manager of one of 
the chain stores in another 
town agreed to have a Kroehler 
week. 

The first Kroehler week was 
held, in the town where the chain 
store manager refused the 
Kroehler offer, with the result 
that the store sold thirty-six dav- 
enport bed suites, which was a 
large volume for the store. Then 
the resale man went to the next 
town where the chain store was 
to hold a special week. When 
the results were checked up Sat- 
urday night, forty Kroehler suites 
had been sold, a record for that 


(Continued on page 692) 


Oc Troseemis, 8927 


a ww Phe ast ft re 2s Oo lee 


ervrrtF* & 


an 
vith 
ywn 
eek 
our 
ame 
e of 
ther 
hler 


was 
hain 
the 
asult 
dav- 
as a 
Then 
next 
was 
Vhen 
Sat- 
ites 
that 


How Gillette Trailed a Gang of 
Trade-Mark Counterfeiters 


ARLY in August 
k, this year Thomas 

W. Pelham, di- 
rector of sales for the 
Gillette Safety Razor 
Company, found himself 
suddenly confronted 
with the job of running 
to earth the most bra- 
zen and thoroughly organized 
band of trade-mark counterfeiters 
that had ever operated against his 
company’s product. 

From the morning mail he 
picked up a hastily written envel- 
ope. Inside was a penciled note 
and a package of razor blades. In 
guarded phrases the anonymous 
writer told of his suspicion that a 
ring of counterfeiters were about 
to flood the market with spurious 
razor blades, bearing the trade- 
marked imprint of the Gillette 
Company. 


An Anonymous Tip 


Mr. Pelham scrutinized the 
blade, the tiny envelope in which 
it was enclosed, and the packet. 
At first glance each seemed genu- 
ine, but upon closer inspection he 
found that the blades were not 
only of spurious manufacture but 
the printing forged and the whole 
job a case of counterfeit. The 
most menacing aspect of the situ- 
ation was that the forgery had 
been well done. Here, then, was 
a serious attempt to discredit the 
company’s world-wide prestige 
which had been built up by an 
investment of $15,000,000 in ad- 
vertising and exploitation and, at 
the same time, eat into its sales 
in a vicious, underhanded manner. 

Probably no trade-mark is bet- 
ter known throughout the world 
than the Gillette insignia with its 
tiny half-tone reproduction of the 
face of King C, Gillette, the in- 
ventor, his signature and the 
diamond surrounded by finely 
etched scroll-work always printed 
in bright green ink. To countless 
millions the world over this com- 
bination of distinctive marks 
means a pleasant shave. 


SALES 


Speedy Secret Service Unearths Trade- 
Mark Forgers and Heavy Stock of 


Spurious Razor Blades 


By HOWARD McLELLAN 


Mr. Pelham, after reading the 
note, examined the postmark on 
the envelope. The words “New- 
ark, New Jersey,” appeared in the 
cancellation circle. The writer had 
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INCE the train of incidents referred 

to in this article, in which the Gillette 
Safety Razor Company found a gang of 
counterfeiters doing an enormous business 
in producing and selling “bootleg” razor 
blade stocks, manufacturers all over the 
country have requested more information 
as to how Gillette proceeded in the hand- 
ling of this problem. 

The situation uncovered in the Gillette 
investigation, together with the fact that 
the company was unable safely to prose- 
cute the offenders after they were caught, 
is a clear demonstration for the need of 
a federal law covering such illicit opera- 
tions. The indication is that many large 
concerns may be suffering inroads on sales 
due to the operations of such counterfeit 
gangs. 


spoken of a ring of counterfeiters 
“working in this vicinity.” This 
might mean anything. Newark is 
one of the largest cities within 
the metropolitan area of New 
York City and thickly populated. 
Without a definite plan of action 
it would be useless to send men 
into Newark on a general hunt 
for the counterfeiters and yet, on 
the other hand, counterfeiters who 
could turn out such a plausible 
imitation of the real thing in the 
large quantities they seemed pre- 
pared to turn out, must be dealt 
with summarily. 

For the moment sales matters 
took ‘a back seat. Mr. Pelham 
called in his assistant, Leo F. 
Caldwell of the legal department, 
and a plan of action was mapped 
out. Mr. Caldwell submitted the 
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Spurious blades and 
forged wrappers to the 
production department, 
which in turn analyzed 
the counterfeits, deter- 
mining where the steel 
had come from, how the 
blades were cut and 
sharpened, and what 
process was used in printing. It 
was apparent from this analysis 
that the counterfeiters had a cer- 
tain technique that savored of 
European training and that the 
printing had been done by hands 
experienced in forging labels. 


Sherlock’s Own Methods 


Mr. Caldwell then left on a se- 
cret mission. The only person 
who knew where he was, and the 
nature of his mission, was Mr. 
Pelham. _ The young lawyer 
turned up in Newark in the role 
of a lone investigator. The first 
move in his plan of action was to 
locate the printers of the forged 
trade-marks. There are probably 
more than 200 printers in Newark 
and a thorough canvass of their 
plants looked like an endless job 
and a tedious one, in view of the 
fact that all inquiries he made 
would have to be guarded. 

However, after sizing up the 
situation, Mr. Caldwell found that 
there were a number of “quiet” 
printshops that were busy night 
and day printing labels for boot- 
leg liquor. He reported his find- 
ings to Mr. Pelham and it was 
agreed that a study of these plants 
might reveal the information they 
were after. If the printer of the 
forged bootleg labels could be 
found, he reasoned, it would not 
be difficult to single out the plant 
where the fake Gillette printing 
was done, and then shadow the 
place until the makers of the 
blades appeared. 

Mr. Caldwell, for twenty-four 
hours at a time, watched the 
printshop where he had been ad- 
vised razor blade labels were be- 
ing printed. From inside sources 
he learned the descriptions of two 


ie. eer [647 


men who visited the place regu- 
larly, got a supply of razor blade 
wrappers and carried them away 
to a small plant hidden in the 
suburbs. Shadowing these sus- 
pects, Mr. Caldwell was led to 
several houses in nearby towns. 


Mysterious things happened 
whenever the two men visited the 
houses. Their car would stop in 
front of each house, one of the 
men would get out with a small 
package in each hand, hurry to an 
open window and thrust the pack- 
ages inside. On one occasion a 
feminine arm was seen to reach 
through the window, grasp the 
packages and haul them inside 
without showing her face. The 
two men in the motor car traveled 
circuitous routes to throw watch- 
ers off their trails and resorted to 
various tricks to conceal their 
movements. But Caldwell was 
always close at hand, observing. 
His reports were being forwarded 
daily to Mr. Pelham. 


Establishing Identities 


HEN it became necessary 

to identify the two men in 
the automobile, Mr. Caldwell 
called in the police departments 
of two cities. He explained his 
mission to the city detectives, 
who were strong for arresting 
them and the others with whom 
they had been in contact. Mr. 
Caldwell warned against this 
move, asserting that the time was 
not ripe for such a move. 

Finally a pretext was arranged. 
One afternoon, while the pair 
were speeding from the printing 
plant to the suburbs, they were 
arrested — but not for any offense 
connected with counterfeiting. 
They were haled before a minor 
court for violating the speed laws 
and in this manner, unknown to 
them, their names and pedigrees 
were obtained. Inspection of the 
automobile revealed several pack- 
ages of razor blades. These were 
not touched. The men _ were 
allowed to go their way and con- 
tinue their operations. 


With the pair’s connections and 
identities well established, Mr. 
Caldwell wired Mr. Pelham to 
hurry to Newark. In the offices 
of the chief of police the. final 
move was planned. Simultaneous 
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raids were arranged, but under 
instructions from the Gillette rep- 
resentatives, no arrests were to be 
made. 


Stocks Are Confiscated 


O* August 30,detectives led by 
Messrs. Pelham and Cald- 
well dropped into the print-shop, 
confiscated complete sets of dies 
and plates, and a supply of par- 
tially printed wrappers. Ques- 
tioning the owner of the plant 
they learned that a man who gave 
the name of Charles Smith, and 
who said he was a representative 
of the Gillette company, had or- 


. dered the dies and plates made, 


and had called every other day 
to carry away supplies of the fake 
printed matter. There was no 
need for further information as 
to the mysterious Mr. Smith. 
Caldwell, who had followed him, 
had gotten to know him well and 
where he went. 


From the printing plant the 
raiders visited the fake-blade fac- 
tory and confiscated 200,000 un- 
wrapped blades which bore the 
well-known etched insignia of the 
Gillette product. Other dies and 
accessories were also taken away 
by the police. The plant was de- 
serted when the raid was made. 

A raid upon the house where 
the woman’s arm had been seen 
to reach out through an open 
window, 100,000 blades, half of 
them unwrapped, were seized. 
The woman, when questioned, 
professed to be in ignorance of 
the real nature of the business, 
asserting that she had been hired 
to wrap the blades. All she knew 
about the operation was that she 
received so much per blade for 
wrapping, and that she had been 
told by Mr. Smith that the blades 
were being prepared for export 
shipment. She believed, she said, 
that she was engaged in legal oc- 
cupation in behalf of the Gillette 
company. 

Two other houses into which 
Mr. Caldwell led the raiders 
yielded up additional tens of 
thousands of spurious blades. In 
all, more than a million blades 
were confiscated. The steel from 
which the blades were made was 
of inferior quality. The whole 
batch represented a nominal value 
of less than $10,000 but when the 


well-known Gillette trade-mark 
was affixed to them, their value 
jumped to approximately $150,- 
000 —a figure which would yield 
tremendous profits to the counter- 
feiters. They were to be sold in 
South American cities where Gil- 
lette advertising and exploitation 
had built up a healthy demand 
for the real thing. 

As this is written no arrests 
have been made. Commenting 
upon this feature of the case Mr. 
Caldwell said: 

“The Gillette Company is not 
prosecuting the men responsible 
for this operation. We merely 
seized the counterfeit property as 
we had a right to do under the 
law. The prosecution is up to the 
authorities of New Jersey and 
they, I understand, are preparing 
to take the matter before the 
Grand Jury. New Jersey has a 
strong law covering the case and 
pending action by the Grand 
Jury, our company is represented 
by a Newark lawyer. 


Legal Difficulties 

‘*® GREAT draw-back to an in- 

vestigation of this nature 
is the risk of suits against a man- 
ufacturer for false arrest and ma- 
licious prosecution. Persons in- 
volved in counterfeit operations 
are quick to resort to the civil law 
for redress, hoping thereby to 
frighten off prosecution. ‘There- 
fore the state and not the Gillette 
company is prosecuting. We 
have asked the state to use its 
judgment, however, where the 
evidence is not conclusive enough 
to warrant prosecutions and 
where there is doubt. We pride 
ourselves on our reputation for 
fairness and do not want to see 
anyone wrongly accused or un- 
justly dealt with. 

“The outstanding lesson of our 
experience in handling this case, 
as well as others less serious, is 
the weakness of the federal trade- 
mark laws. A manufacturer may 
recover damages for the infringe- 
ment of his trade-mark and while 
these damages are heavy it 1s 
seldom possible to recover from 
infringers. When finally caught 
they are found to be of the fiy- 
by-night variety without assets 
upon which to base a recovery: 

(Continued on page 701) 
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Kighty Years of Plodding—Then We 
~ Doubled Sales in a Year 


IVE years ago this 
JK tosis faced a 
real crisis. 

It was losing money. 
Markets were diminish- 
ing instead of widening. 
The principal product — 
plain old-fashioned bed 
sheets — was sinking 
deeper and deeper into 
prosaic oblivion in the 
midst of a world where specialties 
and novelties were being aggres- 
sively sold and merchandised on 
every hand. 

While the textile industry as a 
whole had been extremely back- 
ward in the development of mod- 
ern methods for merchandising 
its products, a few concerns, 
before the time I refer to, had 
started to advertise and had be- 
gun aggressively 
to seek the estab- 
lishment of brand 


As told to A. R. Hahn 
By W. F. LENT 


New York City 


consciousness for their products. 
Even though the quality of our 
product had not been lowered, and 
even though we had behind us 
the prestige of eight decades in 
the sheet-making business, gradu- 
ally these more active competitors 
had been cutting into our volume 
on Dwight Anchor goods, so that 
sales began, each year, to show a 
steady and ominous decline. 
The measure the 
company took to fill in 
the lost yardage was 


How We Retrieved a Slipping Market 
through Overhauled Sales Policies and 
a Program of National Advertising the 


Distribution Manager, Dwight Manufacturing Company, 


the introduction of other 
products. But even this 
did not serve to sustain 
sagging profits 
curve. Jobbing accounts 
shrunk or drifted away 
altogether, until the 
problem narrowed down 
to the very simple one 
that can be expressed in 
three words: sink or 
swim. A crisis had come. 
Something had to be done. So 
every established tradition and 
custom and method for doing 
business the concern had ever 
followed came under critical, re- 
lentless examination in the reor- 
ganization which followed. The 
first big step toward putting the 
company back on a profit-making 
basis was the overhauling of pro- 
duction 
methods. 
Partially 


Briefly, the results of our revamped sales policy are these: Consumer outlets have increased in the ratio of one 
to three; distributive outlets have increased in the ratio of four to seven, and sales volume has doubled. 
This is what happened when we really learned how to sell an eighty-year-old product. 
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through the discard of obsolete 
machinery, partly through the in- 
stallation of modern manufactur- 
ing devices, and through the 
rearrangement of our production 
routine, we doubled our plant 
capacity with little more equip- 
ment, space, and labor than we 
had previously been using. Man- 
ufacturing costs immediately 
dropped as a result of these meas- 
ures. 


New Sales Policies 


Meanwhile our attention had 
been centering on the develop- 
ment of a series of new sales 
policies which would help us to 
regain the markets we had lost 
and to re-awaken a consciousness 
among consumers of all that the 
Dwight name stood for. 

One of the primary changes in 
policy made right at the begin- 
ning was to throw out all the 
sideline products which had been 
added in the hope of retaining 
profit-making volume, and to re- 
vert to the manufacture of noth- 
ing but sheetings and _ sheets. 
Between forty and fifty products 
which had been added from time 
to time, since volume on 
sheets dwindled, went by 
the boards. 


We had confidence in 
this one product we re- | 
tained. We knew it | 
must be right orit would | 
not have stood the test | 
of so many years. We | 
knew that the raw mate- 
rials that were going | 
into it were the best, and 
we knew our process of 
spinning insured wear- 
ability. We_ believed 
the color was suited to 
the taste of the majority 
of purchasers. (There 
is a distinct color prob- 
lem in sheets, which may 
not be obvious to the 
casual reader — some 
are oyster-white, others mS 


A rigid test was made to 
obtain some concrete data 
on the wearing qualities of 
Dwight Anchor sheets in 
comparison with competitive 
merchandise. The facts 
thus obtained later became 
the theme of the national 
advertising 
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are cream or yellow-white, and 
still others are blue-white. Ours 
are blue-white, the shade that 
seems to be preferred by most 
housewives today.) 

That is, we knew all of these 
things without having actual 
black and white proof of them. 
What we needed was to find 
methods for getting this message 
across to the buying public — we 
wanted to capitalize and develop 
the sales points our product al- 
ready had, then begin to look 
about for new talking points. We 
had not yet found the best way 
to accomplish this task. 

We were acutely conscious that 
the wide spread between the 
manufacturer in our line, and the 
woman who purchased our prod- 
ucts for use in her household, had 
deprived us of knowing anything 
definite about the consumer’s 
reaction to our goods, 


We weren't going to trust 
hunches or employ guesswork. 
Without an adequate detailed 
knowledge of conditions, we could 
not proceed with any reasonable 
chance of success. So with the 
help of our advertising agency, 
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we went into the field to get the 
basic facts upon which our entire 
sales plan was to be built. 

Out of our preliminary investi- 
gation a number of interesting 
things developed. One of the 
facts clearly brought out in the 
research was that there still ex- 
isted a distinct consciousness of 
the Dwight name among both 
distributors and consumers, and 
with that consciousness, held over 
from earlier days, there was a dis- 
tinct impression that the name 
stood for quality. 


Facts from the Field 


Another thing brought out was 
that the two prime considerations 
in the purchase of sheets were 
first, wearing quality, and second, 
appearance. 

These basic facts formed a 
starting point for our real sales 
and advertising plan. 

There existed, we knew, more 
or less of a general impression 
that a sheet was a sheet —a pro- 
saic household necessity —and a 
feeling that one sheet was like 
another for most practical pur- 
poses. No sheet manufacturer, in 
other words, had 
shown conclusively 
any important reasons 
why his product was 
to be preferred to all 
others in its price 
class. So we contin- 
ued a closer study of 
our goods to discover, 
if possible, how we 
could improve them. 
One thing we did as 
a result of this study 
was to add a stronger 
tape edge to with- 
stand hard wear in the 
laundry and to save 
the sheet from being 
torn if it accidentally 
got caught in the bed 
spring. 

Our observation, 
furthermore, had led 
us to make more in- 
quiries about the 
housewife’s experi 
ence with laundry 
marks on sheets. We 
discovered this to be 
a source of annoyance 
in many cases. 

(Continued on page 708) 
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Coaching Salesmen By Mail 


territory the success 

of the specialty work 
in behalf of a score of 
important wholesale dis- 
tributors was seriously 
menaced by the sudden 
illness of a_ specialty 
salesman. My friend, 
the sales manager of a 
nationally-known enterprise, real- 
ized that days loomed as big as 
months —and yet he could not 
transfer a man without robbing a 
most valuable Peter territory for 
an equally valuable Paul territory. 
So he wired to a most promising 
applicant in the heart of the va- 
cant territory, had him meet a 
veteran specialty salesman some 
three hundred miles distant, and 
started coaching him by mail. 

The first letters naturally cov- 
ered the technical side of the 
product and gave full information 
as to the clerical side of the spe- 
cialty salesman’s work. Then he 
wrote: 

“The object of this work is to 
build up wholesale accounts in the 
big centers. In southern Ohio 
there are two 
jobbing cen- 
ters or car 
towns. These 
are Colum- = 
bus and Cin- — 
cinnati. The _ 
other car points in 
Ohio will be covered 
by Eastman. 

“In Columbus we have the 
Jerico Grocery Company as our 
chief distributor. This connection 
gives our lines every preference, 
and is to be favored so far as 
possible in connection with the 
orders you obtain from retailers. 
While you must naturally be care- 
ful and not appear to work too 
Strongly in the interests of any 
one jobber — because any state- 
ment you make relative to our 
preference for one jobber over 
another will inevitably reach all 
jobbers — you will have many 
Opportunities which, properly 
capitalized, will lead to the speci- 
fication we prefer. 

“To illustrate: You can feature 


I highly competitive 


SALES 


By FRED S. 


Secretary, W. H. Duncan Company, Inc., New York City 


The Kind of Letter that Helps the Man 
in the Field Over Rough Spots When 
Personal Help is Not Available 


“_mot a day passed but that 
the sales man iger coached this 
new man in letters stimulating 
as well as full of sales meat.” 


our latest beverage, and in featur- 
ing it to the retailer mention the 
fact that it is just on the market 
and that a carload is on the way 
to the Jerico Grocery Company. 
If later in your conversation with 
the retailer he asks if the order 
can come through some jobber 
other than the three which will 
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be mentioned as our best 
friends in Columbus, you 
can tell him that you 
will be glad to take the 
order but that you are 
not sure when delivery 
can be made of all items, 
as you are not certain 
that the latest of our 
products have yet been 
stored by the jobber mentioned 
by the retailer. 

“You will appreciate the fact 
that in booking a large number 
of orders through one, two, or 
three jobbers in a city, you are 
helping the senior sales- 
man. But where your 
orders are scattered 
through a large list of 
jobbers, they are not 

helpful to any one 
and antagonize the 
jobber rather than 
make him more 
friendly. For in such 
4 a case, each of the 
*, many jobbers receiv- 
ing a few orders 
knows of your pres- 
ence in the field and 
’ assumes that he is 

i being slighted and 
that the bulk of your 
orders is being 
turned to some other 
distributor. 


“If you are in the 
least interested in 
baseball you know 
the duty of a pinch- 
hitter. Your opportu- 
nity to go to the 
plate comes through 
Johnson’s illness. If 
you come through 
with a cracking hit 
with the bases full 
and every one root- 
ing for you, it is a 
certainty that you will make the 
regular team next year. 

“Remember that we know that 
you are being rushed into the 
breach without adequate training 
and that we will make all kinds of 
allowances for any technical slip- 
ups. Remember too that the very 
same telephone that you see in 
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the smallest hotel in the smallest 
town you visit has its mate on my 
desk and another mate in my 
home. Don’t hesitate to tele- 
phone, telegraph, or write when 
in doubt or when in need of in- 
formation.” 

This letter was but one of a 
series, many of which began, 
“Just another tip,” or “It occurs 
to me—,” or “The reason that 
you're having difficulty in selling 
Blank in adequate volume may 
possibly be—.” 


The Salesman’s Problems 


Not a day passed but that my 
friend the sales manager coached 
this new man in letters stimulat- 
ing as well as full of sales meat. 

For an example of another type 
of letter, he wrote: 

“The reason we started you out 
with a new car instead of turning 
Johnson’s old car over to you em- 
phasizes the importance of the 
work in which you are now in the 
midst. With good care this high- 
grade motor car will last you two 
years. It cost this company real 
money, and I know that you will 
care for it and respect it as you 
would your own. Nine-tenths of 
automobile trouble comes from 
failure to regard lubrication with 
sufficient seriousness. But if you 
will view it as just a question of 
wearing out oil and grease or 
wearing out metal, you will have 
exactly the proper slant. While 
I expect you to read every word 
in our automobile instructions 
booklet, I want here and again to 
emphasize that lubrication is as 
important to the car as food is to 
you.” 

From another angle: 

“Your job is not ended with 
selling a respectable volume in 
each town. It is up to you to 
visit every dealer in every town 
or city you cover so that you 
leave no room for a competitive 
salesman to make a living. Sell- 
ing Tom Jones a big order is 
bully — but the effect of it is lost 
if you let the other fellow sell 
half a dozen small dealers and 
thus cause the jobber to believe 
that there is a greater demand for 
the other fellow’s goods than for 
ours. Remember that the whole- 
salers’ own salesmen are calling 

on every account in your terri- 
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tory. If you pass them up, the 
jobber is going to know all about 
it — and tell us all about it. For, 
as I have told you in other letters, 
the specialty salesman has not 
been chosen with great care by 
some manufacturers, and you will 


The Men 
on the Cover 


N the cover of this issue 

we present the four 
chief executives and directors 
of the Graybar Electric Com- 
pany, with headquarters in 
New York City. Seated are 
Albert L. Salt, president, and 
George E. Cullinan, vice 
president in charge of sales. 
Standing are Leo M. Dunn, 
vice president in charge of 
staff, and Frank A. Ketcham, 
executive vice president. 


Mr. Salt is now in_ his 
forty-seventh year of contin- 
uous service having started 
as an office boy with the 
Western Electric Company. 


Mr. Cullinan went with 
the Western Electric Com- 
pany directly after his grad- 
uation from Williams College 
in 1901 and advanced stead- 
ily to his present position. 


Mr. Ketcham joined the 
Western Electric Company in 
Chicago in 1900 and was 
made executive vice presi- 
dent when the supply de- 
partment of Western Electric 
Was incorporated as the 
Graybar Electric Company 
on January Ist, 1926. 


Mr. Dunn, prior to 1910, 
was with the Bell System 
and after that date, with 
Western Electric until he was 
appointed to his present posi- 
tion with the Graybar Elec- 
tric Company. He has seen 
over forty years of continuous 
service, 


All four men, as executives 
of the largest electrical dis- 
tributing company in_ this 
country, are vitally interested 
in sales problems of all kinds. 


have to establish our good name 
in the specialty field against the 
odds of loafers, chicken-chasers, 
and bootleggers unwisely per- 
mitted to sell merchandise — and 
fake orders. 

“You have on record the vol- 


ANAGEMENT, 


ume that is needed for each job- 
ber in order to equal last year’s 
turnover orders and this year’s 
promises.” 

Still another letter from the 
files: 

“When the early frost is on the 
pumpkin, the harvest days are 
here—and they surely are for 
you. On the attached memoran- 
dum is a money-making extra 
commission plan that will make 
you think of pumpkin pie and lead 
you straight to a harvest of dol- 
lars. 


Notes from Other Fields 


“In your letter of last Thursday 
you mention the Jones line. My 
answer is to quote you a letter 
from Jack Stillway which came in 
the same mail as your indigo 
epistle. 

“Now read what Jack says: 
‘When I walk into a grocery store 
and see the Jones line, I hug my- 
self with glee. For there isn’t a 
grocer handling that line but dis- 
likes its small-profit policy and 
who resents its short terms. 
Jones is living on his reputation 
—there hasn’t been an addition 
to, or improvement in, the Jones 
line since I took over the terri- 
tory. When I show them our 
new items, prove to them our big- 
ger values, emphasize the greater 
convenience of our containers, 
prove to them that they can afford 
to put extra effort behind our 
lines because of the fair profit and 
the sixty-day terms, it is just a 
question of the size of the order.’ 

“That’s what Jack Stillway 
wrote out of the fullness of his 
heart —and fullness of his pock- 
etbook. 

“Here’s a word from Jim Ben- 
son: ‘In the past thirty days I 
have heard complaints on every 
other line but ours. Not a dealer, 
jobber, or jobber’s salesman has 
made a holler — and they are the 
birds who would be the first to find 
fault and make comparisons.’ 

“The other fellow is selling a 
lot of goods. He always will, or 
some other fellow will. But from 
your standpoint that should 
merely mean that the market tor 
our general type of beverages €X 
ists, thus making your job one 
of selling quantity rather than 


(Continued on page 715) 


oc * OR GSR 445, 1984 


Ib- 
ir’s 
ir’s 


the 


the 
are 

for 
“an- 
xtra 
jake 
lead 
dol- 


sday 

My 
etter 
1e in 
digo 


says: 
store 
- my- 
n’t a 
t dis- 
and 
erms. 
ation 
dition 
Jones 
terri- 
1 our 
ir big- 
reater 
\iners, 
afford 
d our 
fit and 
just a 
order.’ 
Hillway 
of his 
; pock- 


n Ben- 
days | 
. every 
dealer, 
an has 
are the 
t tO find 
ns.’ 
a|ling a 
will, or 
ut from 
should 
rket for 
ages ex- 
job one 
er than 


o 
i) 
~ 


San Antonio Drug Company Makes 
Year’s Worst Month Its Best 


NYONE who has 
Ace been in Texas 
in August and 
suffered from the heat 
and seen the dull apathy 
which prevails in all 
lines of business, may be 
inclined to doubt the 
possibility of adding 
$150,000 to the August sales of 
anything, or any organization. 

But the truth is, the San An- 
tonio Drug Company, whose ter- 
ritory surrounds the city of San 
Antonio in southwest Texas, 
accomplished this feat during 
their anniversary drive in Au- 
gust, 1927. 

August was the biggest month 
in sales so far this year and un- 
less something approaching a 
miracle happens in November 
and December, it will be the big- 
gest month for the entire year. 
The San Antonio Drug Company 
was established on July 24, 1854, 
and for many years has celebrated 
its anniversary by some special 
event in either July or August. 


A Gala Entertainment 


ARLY in 1927, W. H. Lewis, 

vice president and sales man- 
ager of the company, began 
planning the 1927 anniversary 
drive. 

It so happened that the Texas 
Pharmaceutical Association held 
its convention in San Antonio this 
year. It has been customary for 
the San Antonio Drug Company 
to do something unusual for its 
customers at the time of this con- 
vention and this year the com- 
pany out-did all former efforts. 

Several miles from the heart of 
the city, on the banks of the San 
Antonio River, a complete Iggo- 
rote Village of palm tree trunk 
Sstockades was erected; native 
bamboo huts, hula-hula dancing 
girls and all of the scenery and 
atmosphere imaginable was pres- 
ent. Boats were chartered and 
decorated in south sea fashion. 
The president of the Pharma- 
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Sales Drive Built Around the Treasure 
Chest Idea and Company's Anniver- 
sary Knocks Dull Business for a Row 


of Ash Cans 


By EUGENE WHITMORE 


ceutical Association was to be 
crowned king and was to float 
down the river on his throne on 
the boat, fanned by big black ne- 
groes, waving palm-leaf fans and 
bowing constantly. On another 
float, the president of the Ladies’ 
Auxiliary of the Pharmaceutical 
Association was to be crowned 
queen. Every woman was given 
a Japanese parasol, a Gainsbor- 
ough powder puff and a grass 
skirt. Both men and women had 
flower leis placed around their 
necks in true south sea fashion. 
In addition to this, the men were 
given Dr. West’s tooth brushes 
as additional souvenirs. 


The Treasure Chest 


S further souvenirs, the com- 
pany prepared an elaborate 
booklet cutout, in the shape of a 
treasure chest. Inside of the 
booklet were souvenir pages of 
the convention and pictures of 
what are called San Antonio 
treasures, such as the ancient old 
Alamo, the various missions, Mu- 
nicipal Auditorium, Breckenridge 
Park and other attractions which 
have made San Antonio famous 
as a tourists’ center. 

After all this elaborate prep- 
aration had been made, the day 
before the event was to take 
place, Jupiter Pluvius took a hand 
in the affair and drenched the city 
in rain. The banks of the river 
were ankle deep in mud and the 
Iggorote Village was a sad and 
drooping sight. 

Determined to carry out the af- 
fair in spite of the weather, the 
company chartered trucks and 
pressed into service almost all of 
its entire personnel, moved the 
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Iggorote Village in its 
entirety to the municipal 
auditorium, set up the 
bamboo huts and put the 
boats on wheels so that 
they could be rolled onto 
the giant stage in a good 
imitation of boats float- 
ing down the river. 

Arrangements which had pre- 
viously been made to,serve a 
Mexican dinner to 2,000 people 
on the banks of the river were 
changed so that the dinners were 
served in the Auditorium. 

During all the festivities and 
the big banquet a huge papier- 
mache Treasure Chest was in 
evidence. Considerable attention 
was paid to it and from it attend- 
ance rewards were drawn and 
given to the assembled guests. 
In fact, the treasure chest was 
the center of attraction during the 
entire entertainment. 

The guests went away with 
“treasure chest” on their minds. 
This was part of the plan and was 
the stage setting for the begin- 
ning of the August sales drive to 
celebrate the company’s seventy- 
third anniversary. 


Dog Days Sales 


Y working all night the com- 

pany managed to pull off the 
affair successfully. The phar- 
macists went home dazzled with 
the pageant the San Antonio 
Drug Company staged for their 
amusement. 

Shortly after the pharmacists 
got home, they began receiving 
letters about the company’s an- 
niversary sale. All of the San 
Antonio Drug Company salesmen 
were called into San Antonio for 
a three days’ conference on July 
22, 23 and 24. 

Seventy-three special offers 
were made up and quotas figured 
for each one of these offers and 
given to each salesman. These 
seventy-three offers were incor- 
porated in a large book cut-out in 
the shape of a treasure chest and 

(Continued on page 711) 
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O the American 
manufacturer 
who is looking 


with dissatisfaction at 

the present package- 

dress of his product, or 

who is casting about for 

a good container idea for a new 
item in the line, this suggestion is 
made: Spend an hour or two 
studying some of the unique 
packages that come to American 
markets from overseas. Many for- 
eign packages are full of a char- 
acter, originality, and atmosphere 
for which we, in this country, 
have few parallels. 


Glorifying the Product 


Perhaps the one thing most 
apparent from a study of the col- 
lection of imported boxes and 
tins pictures on these pages, is 
the foreigner’s expert touch in 
lending to his package the attri- 
butes which throw a halo of glory 
around his product. 

To open the tin of cheese sticks 
of the Dutch manufacturer, for 
instance, is to gain the impression 
that this product is the pride of 
its maker’s heart, something that 
he is offering with a note of cere- 
mony because of its super-qual- 
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Package Ideas ‘hat 


That Intriguing Imported Look— and 


How It Is Achieved 


ity. The cheese sticks are like a 
frock by Worth or Chanel—they 
have the air of authenticity. The 
result is that you like the product 
even before you have tasted it. 


There is a distinct air of flat- 
tery to the purchaser in these for- 
eign packages (excellent sales 
strategy, that!)—something that 
suggests, delicately, “You don’t 
want anything commonplace, you 
want the best —and here it is.” 


Before going further, let me 
give you a description of some of 
the packages pictured on these 
pages. It’s a great disadvantage 
not to have been able to show 
them in their original colors, for 
their color schemes are half their 
attraction. 


One of the best of the group 
of packages is the one pictured 
fourth from the right in the 
group; the inside of the box is 
shown below on Page 655. This 


is a tin of Baader’s small Frei- 


burger pretzels and it’s done in a 


BRUCE CROWELL 


PEEK FREAN’S 
SCOTCH 
ORTBREAD 


, (Assorted) 


color scheme of green 
and yellow. To begin 
with, the tin (which 
holds seven ounces net) 
is wrapped in thin oys- 
ter-white paper printed 
in green, the sides of the 
box carrying the trade-mark, with 
a border design formed of pret- 
zels in military brown rows. This 
wrapper is sealed at the ends with 
poster-stamps printed in green, 
white, brown and black, the pret- 
zel itself again assuming the dig- 
nity of being conventionalized to 
form the design. The tin itself is 
lithographed in yellow, green and 
brown, with dainty frieze-like 
borders. Brief copy gives the 
company name and address and 
again the trade-mark is repro- 
duced. 


A De Luxe Pretzel Box 


When the box is opened, the 
top is found tightly sealed with 
heavy foil which, when lifted, dis- 
closes an inner lining of light 
weight corrugated paper. Inside 
all this the pretzels appear, 
packed in transparent glassine 
bags, ten pretzels in each bag, 
and six bags to the box. Each 
bag has printed on it in bold black 
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silhouette, an elaborate coat of 
arms, presumably the historical 
emblem of the family of the man- 


ufacturer. The final perfect 
touch is two paper tag cut-outs, 
printed in brown and yellow to 
represent pretzels, which, with 
tiny strings on them, decorate 
the top layer of pretzel bags. It 
need scarcely be added that the 
pretzels themselves are crisp, 
tastily salty, delicious. 

The thought this exceptional 
box drives home is the German 
manufacturer’s penchant for what 
we call “doing a job up brown.” 
No detail in the complete pack- 
aging arrangement has been neg- 
lected; it is a perfect ensemble. 
Nor are the many 
Wrappers a matter of 
extravagance or pure 
vanity. The tin and 
the foil airtight pack- 
ages insure freshness 
for the delivered prod- 
uct; the corru- 
gated paper ab- 
sorbs the shocks 
incident to over- 
s¢as shipment 
and saves the 
Pretzels from 
coming to the 


From Overseas 


consumer in a heap of crumbs. 

The effect of the discovery of 
the small paper pretzel cut-outs, 
and of the striking appearance of 
the coats of arms on the glassine 
bags, is one of pleasant surprise, 
while the addition of the poster 
stamps on the ends of the box is 
one of the details which, when 
correctly employed, stand for the 
difference between something 
commonplace and something ex- 
traordinary. 


This liberal use of labels, tags, 
poster stamps, color inserts, lace 
paper novelties, and little sales 
literature accessories, is a 
characteristic common to 
almost every package in 
this group and the hint is 
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one American manufacturers 
might take to heart. These over- 
seas concerns overlook not even 
the smallest opportunity for add- 
ing to the sales appeal of both the 
inside and outside of their pack- 
ages — this is something entirely 
separate and apart from the sales 
appeal built into the product 
itself. Speaking in metaphor, 
these concerns would never be 
guilty of putting an orchid in a 
cigar box. Their attitude is that 
an emerald among pop bottle 
jewels might as well be a pop 
bottle jewel for all it will be ap- 
preciated. 


By way of achieving sheer 
attention value, these foreign 
packages are all liberal in 
their employment of color. 
The majority of them are han- 
dled in three or four colors, 
some in as many as five. Con- 
sider the two boxes of Peek 


No detail has 
been neglected by 
the German man- 
ufacturer in the 
planning of this 
container for 
pretzels. A qual- 
ity box is the 
badge of the 
quality biscurt 
inside 
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Frean’s biscuits, for instance, 
which have their origin in Lon- 
don. (Fifth and sixth from the 
left in the illustration.) 

Both are packed in tins, but 
have pasted-on lithographed pa- 
per wrappers which lend the ap- 
pearance of lithographed metal. 
The Scotch Shortbread tin makes 
colorful sales capital out of the 
nationality of the biscuits it 
‘houses. A broad band of Scotch 
plaid runs across 
the round tin (in 
red, black and yel- 
low), while at the 
side is a bunch of 
heather in natural 
colors. The whole 
design appears on 
a dark blue back- 
ground, with the 
lettering in yellow 
and white. 

One of the in- 
teresting features 
of this tin is the 
band which runs 
around the edge 
of the box. It is in four 
colors, and at one point 
has a small tab sticking 
out which says, “Open 
here.” The whole band 
peels off easily and 
quickly, for its under- 
layer is adhesive tape. 
Inside is a dainty round, 
very thin waxed paper 
doily bearing the words 
“Peek Frean’s Biscuits,” 
and beneath it is a round 
of light weight corru- 
gated paper. The bis- 
cuits themselves are in 
wedges, rectangles and 
squares, appetizingly 
sugared, and variously 
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tured here. 


collection discussed in the accom- 
panying article, is the foreigner’s 
skillful touch in lending to his pack- 
age the attributes which throw a 
halo of glory around his product. 


thing of brilliant colors — most 
of them flat, tints to give poster 
value (something lacking in many 
American packages.) On the 
cover we see a picture of a plate 
of the biscuits on a _ birthday 
table, while out the window some 
familiar Mother Goose characters 
are performing. A_ rectangular 
doily finishes the inside of the 
box in this instance, while the 
inner wrapper is of a crisp, trans- 
parent tissue with 
escalloped edges, 


ed 


there; the old woman who lived 
in a shoe; the cow jumping over 
the moon, and so on. Strips of 
red corrugated paper separate the 
cakes one from the other. 

The box of French soap pic- 
tured second from the right in the 
group illustration shows what one 
foreign concern does to glorify a 
rather commonplace product. 
Four scents of soap are packed 
in this box, which is made of a 
rather heavy paper board. The 
box is in pink and silver. The 

individual cakes of 


Boxes ? 


foreign package. 


- Almost every one of these boxes embodies some departure 
from the obvious, some amusing or artistic detail which 
immediately sets the package apart as something distinctive. 
Instances in point are the poster stamp and the sticker pic- 
The poster stamp (black, brown and white) 
is from a box of German pretzels; the sticker (bright blue, 
orange and white) seals a Dutch package. 


Foreign packages, as a result, are full of a character, 
originality, and atmosphere for which we, in this country 
have few parallels. The one thing 
most apparent from a study of the 


decorated with slant- 
wise scorings, bits of minced nuts, 
etc. 

There is something admirable 
about the way this manufacturer 
has let his fancy ramble both in 
the preparation and in the packing 
of his products. Somehow many 
of these foreign boxes give out 
the impression that their makers 
are interesting human beings as 
well as hard-headed business men. 

The Playbox biscuits (also a 
Peek Frean product) are just as 
cleverly made and packed as the 
Scotch Shortbread. The box isa 
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folded so that the points 
meet in the middle on top. 
They are fastened with a green 
and gold sticker with the one 
word, “London,” on it. Through 
this paper a dozen fancy cakes are 
visible in dainty colors. 

Squares, ovals, rounds —all 
shapes are these cakes; the crusty 
edge of each is visible, but the 
tops are frosted and each has a 
picture done in a contrasting color 
of frosting. The pictures are all 
taken from Mother Goose — the 
mouse who ran up the clock is 


Are You Packing 
Orchids in Cigar 


HE liberal and artistic use of 

labels, tags, poster stamps, lace 
paper novelties and other miniature 
selling accessories, is one mark which 
distinguishes the expertly handled 
overseas 
concerns apparently ask, “Is my box 
good enough for my _ product?”, 
rather than “What can I get by with?” 


These 
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soap are wrapped in 
silver to correspond, 
and finished with sil- 
ver diamond shaped 
labels. To make the 
box still more inter- 
esting, one of the 
cakes is tied with sil- 
ver ribbon, and the 
bars are separated one 
from the other by 
small partitions, 
which are not built 
into the box as might 
be supposed, but are 
separate pieces of 
cardboard slipped in. 
The box is fastened 
with a pink silk cord 
which slips down over 
a metal button. The 
same package is put 
out by this company 
in a green and gold 
ensemble. 

Here is the type 
of box a woman 
loves to buy —and 
the fact that the 
price of this partic- 
ular package of 
four cakes is $1.50 
means nothing 
whatever to the 
woman who is ac- 
customed to the 
luxurious and whose taste has 
been developed to an appreciation 
of the distinctive and the artistic. 
By its unique package this soap 
is lifted completely out of the 
class of everything else in the re- 
tailer’s stock, 

Our overseas cousins are adept 
m another thing: little departures 
from the obvious which create 4 
world of atmosphere about the 
goods. The container pictured at 

(Continued on page 698) 
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“The United States today is engaged in an orgy of domestic competition with high- 
powered salesmen that would be amusing if it were not such a 
tragedy and if it were not so terribly expensive.” 


The High Cost of High-Pressure 


BCENTLY, a 
newspaper man 
decided to make a 

hit with me. Probably 

he was working in con- 
junction with his adver- 
tising department. He 
brought me a long ac- 
count of my life which 

he wished to publish. Now, I do 
not claim to be a sensitive plant, 
but when I read that article, it 
not only made me blush but it 
gave me the same feeling you 
have the morning after a case of 
ptomaine poisoning. The article 
gave me a tired feeling from the 
beginning to the end, but when 
I read one thing, I was just about 
ready to fight. I was described 
as a “high-powered” salesman. 
Now, if there is anything in the 
world that I hate and detest —in 
fact — loathe, it is a high-powered 
salesman! 

I have had high-powered sales- 
men work on me. Just the other 
day, one of this class of gentle- 
men called. He worked up his 
approach scientifically. A friend 
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of mine, connected with a com- 
pany of high standing, telephoned 
and asked me if I would receive 
a friend of his. On account of 
this friend, I said all right. When 
the H. P. salesman arrived, he 
sent in his card. I received him 
immediately. He certainly needed 
Listerine. He approached, sur- 
rounded by the gentle aroma of 
stale and out-of-date cigarettes. 
My office is very well ventilated, 
but he soon had me coughing and 
gasping for breath. He opened 
up in correct H. P. style. I was 
supposed to be carried completely 
off my feet or rather, lifted out of 
my chair, as I happened to be 
sitting down. 

Then, with a flourish, he passed 
me a folder, held it flat on my 
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Salesmanship © 


What Happens When Industry Seeks to 
Offset Mounting Sales Expense through 
10,000-Volt *‘Sign Here’’ Methods 


desk, indicated with one 
hand where I was to 
sign on the dotted line 
and with the other pre- 
sented me with a hand- 
some fountain pen. I 
had not had an opportu- 
nity to say anything. 
Finally, I pushed back 
the document he wished me to 
sign. I told him to leave it with 
me and when I had read it and 
studied the proposition, I would 
let him know what I had decided. 


He was pained, shocked and 
surprised. He still leaned over 
me waving the fountain pen in 
the air. If that document had 
guaranteed me one thousand $20 
gold pieces for $1 each, I would 
not have signed it. This H. P. 
gentleman had aroused every 
ounce of opposition in my system. 
I finally had to beg him to excuse 
me—to allow me to take up 
other pressing matters. With 
great dignity, he picked up his 
hat, his gloves, his portfolio and 
his stick and strolled out of the 
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office like John Barrymore play- 
ing Hamlet. 

This, I said to myself, is high- 
powered salesmanship, and then 
the next man who interviewed me 
had me written up as a high-pow- 
ered salesman! What have we 
done that we should come to this? 

There are some things that 
strike one as being amusing about 
business. A few months ago, I 
was asked to study the statistics 
in regard to a certain line of busi- 
ness. This business, by reason of 
certain changes that are taking 
place in the country, is not in- 
creasing in volume. 
however, that the business as a 
whole is susceptible to quite a 
considerable increase if the nec- 
essary steps are taken to increase 
sales on the general line. 


Waste in Selling 


UT this is not being done 

for the simple reason that 
the several manufacturers in this 
line are devoting all of their time, 
energy and money to fighting 
each other. These manufacturers 
have a productive capacity in 
their factories to make enough of 
the goods in this line in six 
months to supply the country for 
a year. 

Because their factories are 
working only part time, they are 
almost paralyzed with the fear of 
a shut-down. When they see the 
increasing cost of overhead on 
their monthly statements, they 
wonder what to do about it. They 
seem to see only one answer, that 
answer being to increase the 
number of their salesmen, call on 
their customers more intensively, 
use H. P. selling methods and 
drag the business away from their 
competitors. They have adopted 
almost every wrong principle in 
selling. They are sending goods 
out on consignment. Their sales- 
men are giving cash_ rebates. 
They are putting up deals with 
free goods. Naturally, as a result 
of this condition, not one of them 
is making any money. 

Now, what is the answer to a 
situation like this? All of their 
selling efforts against each other 
have not increased the total sales 
of their particular line of mer- 
chandise a single dozen. All of 
the work these manufacturers are 
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‘doing is destructive. 


It happens, 
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Not a bit 
of it is constructive. The only 
way to help an industry where 
over-production exists is to in- 
crease the consumer demand or 
to intelligently cut down produc- 
tion. If possible, consumer de- 
mand should be increased. If, 
however, this is impossible, then 
the only other recourse is to 
reduce production and after re- 


ducing production, to reduce un- — 


necessary and ridiculous sales 
effort. 

In some lines of business in this 
country today, the selling end of 
the business has reached the point 
of absurdity. The cost of selling 
in some lines has gone to an un- 
believable point. If I had not 
seen these figures, I could not 
have believed they were possible. 
Nevertheless, these lines of busi- 
ness have been staggering under 
this load ever since the War. Dur- 
ing the War, they were artificially 
stimulated. Then came the post- 
War boom; next, the collapse of 
1921 and since this collapse, this 
absurd sales competition which 
has been growing more and more 
intense. 


The European System 


OW differently these things 

are handled in Europe! In 
Germany, for instance, they have 
their Kartels. The Kartel system 
in Germany is _ scientifically 
planned. First, the figures of the 
consumption of a certain product 
are scientifically gathered. They 
know the domestic and the export 
demand. The production capac- 
ity of the factories making this 
line is figured out. They have 
worked out plans of distributing 
the output among several factor- 
ies. In many cases, after making 
a study of the factories, some of 
the factories that could not pro- 
duce at a low cost have been 
closed or these factories have 
been turned over to the manu- 
facturer of other lines. Other 
factories that, by reason of prox- 
imity to water transportation or 
cheap raw material, can produce 
at the lowest possible cost, are 
continued. In some cases where 
factories are closed, arrangements 
are made so that these factories 
are paid a certain amount monthly 
to cover their investment. 
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In other words, in Germany to- 
day everything is being done to 
stop the tremendous waste of ex- 
cessive production and: excessive 
competition. The Germans are 
going at this problem in an in- 
telligent manner, while here in 
the United States we are playing 
around in many industries as if 
we were in a game of blind man’s 
buff. 

In England, there is also being 
made a careful survey of the mar- 
ket and the production in many 
lines of business. The British 
Government, in the most intelli- 
gent manner, is constantly work- 
ing to help British manufacturers, 

Of course all of us have re- 
cently read of how our French 
friends have been retaliating 
against the United States by put- 
ting up a tariff wall against our 
products. Can you blame the 
French? Just stop and figure out 
our tariff on many of the products 
they have been selling largely to 
the United States. Besides that, 
what did we do to their light 
wines and champagne? 


Expensive Competition 


HE United States today is 

engaged in an orgy of do- 
mestic competition with H. P. 
salesmen that would be amusing 
if it were not so tragic and if it 
were not so terribly expensive. 
Of course, back of all this com- 
petition is the idea of some official 
or some sales manager that his 
selling organization can out-sell 
and out-wit the other fellow. 
However, when we size up most 
selling organizations, we find that 
they are made up of just the 
average class of men. Naturally, 
some organizations are better and 
more energetically handled than 
others, but after all, the average 
man is doing the work and the 
average man, in the last analysis, 
produces just about the same 
results. How much better and 
more intelligent results could be 
brought about if some of the ex- 
ecutives of our industries that are 
having a hard time, would get 
together or arrange to employ 
men who would get together, and 
work out their problems on some 
other basis besides that of “dog- 
eat-dog” competition, with the 
devil for the hindmost! 
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“T think I’m worth more money.” 
men on the sales force! This article describes a compensation plan which is in itself, 
an unequivocal answer to this complaint; still it embodies the element of perfect fair- 
ness to the men on the sales force. 


How often sales managers hear that story from 


Why We Allow Our Salesmen to 
Raise Their Own Salaries 


creasingly evident 

that the orthodox 
plans for paying sales- 
men have outlived their 
usefulness. From the | 
standpoint of stabilizing 
selling costs, a straight 
commission is ideal, but 
from the standpoint of 
sales control, it leaves 
much to be desired. Very seldom 
does it give that degree of control 
over salesmen which the sales 
Manager must have in order to 
develop the business along the 
most profitable and most endur- 
ing lines, 

In the same way the increasing 
need for lower selling costs has 
made the straight salary plan un- 
popular. The difficulty of the 
salary plan is that it places upon 
the productive salesman the bur- 
den of the non-productive man. 

Six years ago we developed a 
Compensation plan which not only 
seems to embody the better 
Points of both the salary and 
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A Unique Compensation Arrangement 
Keeps Promotion Always in Sight for 
these Men—and Holds Sales Costs to 


a Minimum 


By C. A. NETZHAMMER 


Sales Manager, The Northwestern Furniture Company 


Milwaukee, Wisconsin 


commission plans, but it has 
some additional advantages in- 
herent in itself. We have now 
used it long enough to test out 
its workability, and we believe it 
to be by far the most successful 
plan we have ever used. 

Here are the mechanics of the 
compensation arrangement: each 
salesman’s salary is based on 7 
per cent of his year’s quota, com- 
puted on a basis of monthly aver- 
ages. If aman earns $0 a week, 
for instance, his monthly quota 
is $2,400 worth of sales of office 
furniture. (I am specifying office 
furniture, since our quotas for the 
sale of store equipment are deter- 
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mined on a slightly dif- 
ferent basis.) 

This figure is arrived 
at in this way: $40 a 
week for fifty-two weeks 
means an annual com- 
pensation of $2,080. If 
this is multiplied by 
142-7 (his salary is 7 
per cent of his quota), 
the result is $29,714. Di- 
vide this by twelve to establish a 
monthly quota, and the quotient 
is $2,476. However, in order to 
simplify the handling of odd 
numbers, we figure the quota in 
multiples of 150, so that the quota 
for this $40-a-week man would 
be $2,400 a month. 

Our line is comprised of both 
office furniture (lines for which 
we act merely as distributors), 
and store equipment, which we 
manufacture ourselves. The 
quotas for office furniture are 
made up, as I have described on 
a 7 per cent basis. The quotas 
for store equipment are computed 
in exactly the same manner, 
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except that a 3 per cent basis is 
used. 

Some of our salesmen sell in 
one division, and some in another ; 
a few sell in both divisions, but 
the compensation arrangement 
applies in every case. The store 
equipment quotas are figured in 
multiples of 375. 

Computing salaries as I have 
described, we get a table like this: 
Salesman’s Monthly Quota Monthly Quota 


Weekly (Store Equip- (Office Furni- 

Salary ment Sales) ture Sales) 

$27.50 $ 4,125.00 $1,650.00 
30.00 4,500.00 1,800.00 
32.50 4,875.00 1,950.00 
35.00 5,250.00 2,100.00 
37.50 5,625.00 2,250.00 
40.00 6,000.00 2,400.00 
42.50 6,375.00 2,550.00 
45.00 6,750.00 2,700.00 
47.50 7,125.00 2,850.00 
50.00 7,500.00 3,000.00 
52.50 7,875.00 3,150.00 
55.00 8,250.00 3,300.00 
57.50 8,625.00 3,450.00 
60.00 9,000.00 3,600.00 
62.50 9,375.00 3,750.00 
65.00 9,750.00 3,900.00 
67.50 10,125.00 4,050.00 
70.00 10,500.00 4,200.00 
72.50 10,875.00 4,350.00 
75.00 11,250.00 4,500.00 
77.50 11,625.00 4,650.00 
80.00 12,000.00 4,800.00 
82.50 12,375.00 4,950.00 
$5.00 12,750.00 5,100.00 
87.50 13,125.00 5,250.00 
90.00 13,500.00 5,400.00 


When a salesman reaches his 
quota for any month, he is given 
a bonus to the amount of 1 per 
cent of total store sales, or % of 
1 per cent of total factory sales. 
Thus, a salesman operating on a 
$50-a-week salary, with a store 
equipment quota of $7,500, would 
receive a $75 bonus. 


Earning a Raise 
HE interesting part of the 
plan is this: when a man 
makes or exceeds his quota for 
three consecutive months, his sal- 
ary is raised, automatically, $2.50 
a week (the next “step” up in the 
table shown above), and his quota 
is raised accordingly. Contrari- 
wise, if the salesman’s sales, as 
represented by his billing, fall be- 
low his established quota for four 
consecutive months, his salary 
and quota are reduced one step. 
The salary and quota are further 
reduced one step each month 
thereafter for failure to produce 
quota. 
This is one of the features 
which I believe is responsible for 
the success of our compensation 
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arrangement. The salesman pro- 
motes himself—or he “fires” 
himself. He knows exactly what 
he has to do to earn a raise in 
salary and a chance at a propor- 
tionately larger monthly bonus, 
and he knows the penalty for fail- 
ing to reach his established quota. 
Thus he has before him continu- 
ously, a real incentive to do the 
very best work he is capable of 
doing. 

Our compensation plan, further- 
more, - provides a perfectly fair 
basis for all kinds of sales com- 
petitions. When we have a sales 
contest — and we have them fre- 
quently —a “point” is repre- 
sented by one one-hundredth of 
the number of dollars in the 
quota. For instance, if a man has 
a quota of $6,000, a sale of $60 
gives him one point toward a 
goal. The man whose quota is 
$7,125, must sell $71.25 for every 
point of credit. This eliminates 
the possibility of having one or 
two star salesmen run away with 
every competition, because every 
man’s accomplishment is meas- 
ured in terms of his own ability. 


Keeping Accounts Covered 


OR our purposes Milwaukee 

is divided into eight terri- 
tories. Since it is hard to di- 
vide a city, where there are con- 
gested business districts, manu- 
facturing districts and residential 
districts to be taken into account, 
in a geographical way so as to 
establish a perfectly fair working 
basis for the various salesmen, 
we have adopted the plan of bal- 
ancing one territory with another, 
by assigning certain buildings or 
certain big company-prospects in 
one territory to the salesman 
working another territory. 

If, within a period of three 
months, a salesman fails to sell 
anything to accounts assigned 
him in another territory, or he 
fails to solicit each office building 
in his own territory from top to 
bottom at least once in three 
months, we reserve the right to 
assign the accounts and buildings 
to someone else. This eliminates 
the possibility of a salesman’s neg- 
lecting any part of his territory. 

City salesmen spend one day 
inside our city sales office hand- 


ling floor sales. Each salesman 
receives credit for floor sales to 
prospects in other salesmen’s ter- 
ritories unless the territory man 
has a quotation on file, has reg- 
istered three calls within three 
months, or has made a sale to that 
prospect within six months. Men 
who put in window displays are 
credited with four points toward 
their quota for each display com- 
pleted in an acceptable manner 
within twenty-four hours. 

One of the important considera- 
tions in connection with any com- 
pensation plan, of course, is 
whether or not it involves too 
much bookkeeping. At first 
glance our plan might seem to the 
casual reader to demand a good 
bit of clerical work. This is not 
at all the case. It is almost un- 
believably simple. 


Computing Earnings 
MAN’S sales in any month 
are determined by the 
amount of his billing — not by 
the total of the orders he has 
turned in. I have made‘ up a 
simple table which I keep in a 
desk note-book, whereby I can 
compute any salesman’s earnings 
in less than one minute’s time. It 
is arranged like a table of loga- 
rithms, with references, down one 
side, to the amount of weekly 
salary the man is earning. Then, 
in columns, is figured his compen- 
sation for different volumes of 
business. If, for instance, a man 
is making $50 a week, and his 
sales are $8,100, all I have to dois 
refer to the proper coordinates in 
the table to find the amount 

which this man has earned. 
From time to time during the 
year we run_ special contests 
which have cash prizes, and other 
times, when it seems expedient, 
we offer special bonuses and com- 
missions on certain items to close 
out, or to reduce overstocks. 
This plan has given us a maxt- 
mum amount of control over our 
men, at the same time giving them 
an absolutely free rein to im 
crease their own earnings as fast 
as they show themselves capable 
of producing, steadily, a higher 
volume. It thus acts as a balance 
wheel for sales, preventing peaks 

(Continued on page 714) 
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In the work shops on Time Hill in Cincinnati 
en preserves the old Swiss 
standards of craftsmanship 


Che Guild takes roof in America 


N the early ’seventies a young Swiss watch- 

maker came to America. He had been trained 

in his native country under the celebrated horolo- 
gist, Martens. 


In America he found watchmaking lacking in 
the old Swiss traditions of guild craftsmanship. 
Here it was largely a machine business, turning 
out very inexpensive and necessarily much less 
accurate watches. 


Young DeirricH Gruen set himself to the 
olossal task of building up in mass-production 
America an organization fired with the spirit of 
the old Swiss watchmakers. In 1874 he produced 
the first Gruen Watch; today the name Gruen is 
on the dials of the watches carried by a million 
Americans, and every one of these watches has 
been made by the faithful, painstaking craftsman- 
ship for which guild watches so long were famous. 


In due time the sons of the founder entered the 
business. Under the leadership of Frederick Gruen, 
the eldest son, himself a thoroughly trained crafts- 
man, the Gruen Watch Makers’ Guild has made 


contributions affecting the standard of watch- 
making all over the world. 


Gruen invented the safety pinion which makes 
it possible to wind a watch tightly without accel- 
erating its action. 


Gruen made the first line of true stem winding 
watches. 


Gruen introduced women’s wrist watches into 
America, made the first watch cases in green gold, 
was first to employ the platinized dial. 


And, greatest of all, Gruen solved finally the 
problem with which watchmakers all over the 
world had wrestled unsuccessfully—that of mak- 
ing a very thin yet accurate watch. 


Today in the modernized guild hall on Time 
Hill, Cincinnati, Gruen is producing watches finer 
than ever before in accuracy and more exquisite in 
design. 


- - - 


In 191i the J. WattER THompson Company re- 
ceived its appointment to execute the first advertising 
campaign for the Gruen Watch and ever since that 
time it has served the Gruen Watch Makers’ Guild 
as its advertising agency. 


J. WALTER THOMPSON COMPANY 
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New York, 1834 Broadway 


N SWEEPS the irresistible force of the tide. Neither 
kings, nor steel, nor granite, nor nations, nor money 
can stop its rising. It lifts—it lifts and moves Leviathan- 
tonned cargoes of goods as if they weighed no more than 
feathers. 


The Sunday New York American has achieved such an 
irresistible tide of humanity. 


It lifts and moves more goods than dozens of Leviathans 
could stow in their holds. 


It has the force of 1,120,022 ambitious, eager-appetited, 
full-living, free-spending families. They choose to pay 
10 cents for it—50O per cent more than for other Sunday 
newspapers. If price establishes quality, then this tide 
comprises more top-hats than Opera opening nights. If 
quality means taste for the better things, desire for the 
better things, AND money to buy them, then here is 
Quality’s Klondike. 


Here are thousands—tens of thousands—hundreds of 
thousands of large income earners. Quality in the mass—a 
good proportion of over a million—with desire for the lux- 
uries, with knowledge of the luxuries, with means to acquire 
the luxuries. They pack the first-class cabins of ocean- 
liners. They ride in cars distinguished by their cost. 
They indulge their families—nothing too good for sons and 
daughters of theirs—a new car every year or so—each new 
one a step up in price. 


Advertising appropriations take absurd kangaroo-jumps 
when quality is bought in retail quantities. You can buy 
quality WHOLESALE in the Sunday New York American. 


IRRESISTIBLE ... as the Tide! 


When quality advertising—when any advertising fails to 
harvest elsewhere, invariably executives-who-never-quit 
turn to the Sunday New York American—and stay. 


Why do they stay? 


Because the purchases of its 1,120,022 homes show con- 
clusively the many extra readers a Sunday newspaper 
brings them. Because Sunday advertising pulls all through 
the following week. 


Because its 772,747 in Metropolitan New York form 
the greatest Metropolitan standard circulation in America 
—morning, evening or Sunday. 


Because in Westchester, Suffolk and Nassau, the 
three wealthiest quality counties in America, it goes to as 
many homes as its next two standard competitors added 
together. 


Because its 283,807 in The Golden Suburbs mark high 
tide—more than all three other standard Sunday news- 
papers combined—more than all standard weekday morn- 
ing newspapers combined—more than all standard weekday 
evening newspapers combined. 


On Sunday when most families read one newspaper all 
day—morning, noon and night. 


Don’t buy quality in retail quantities. Buy it whole- 
sale. 


Buy it as part of the irresistible force of such a tide—a 
tide that will lift and move your goods to the greatest 
possible volume of consumers. 


Sunday New York American 


“The Backbone of New York Advertising P 


Boston, 5 Winthrop Square 


Chicago, 35 East Wacker Drive 
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_}| Stakmore Proves It Doesn’t Take a 
Million Dollars to Advertise 


| 1922 The Stakmore Small Space, Well Merchandised, proved to us the possi- 


Company was a new " : bilities which we had 
concern with a new Develops an Untapped Field by Selling always believed to exist, 


product for a new field. to Homes When Institutions Were but now had confirmed 


A small folding chair through actual contacts. 
was the product—a Once the Only Market Results warranted our 
chair with unique fea- taking the next forward 
tures that made it differ- By HAROL D HOWE step, namely, more gen- 
ent from similar articles Sales Manager, The Stakmore Company, Inc., New York City eral sales effort through- 
and that gave it, so we out the country. 

believed, a hitherto un- At this stage we were 


tapped market, a market of ing chairs generally used. We in the position of having a spe- 
American homes. Our problem planned to distribute through job- _—_cialty article that did not yet 


was to develop that market. bers, to plant deep for strong and warrant our carrying a force of 

Let us briefly sketch conditions mature roots. Later when, and salaried men in various sections 
as we found them when we only when, the blooms of our of the country. So he had to be 
tackled this problem five years content with commission men 
ago. There are many folding who carried our line along with 
chairs being sold to the clubs, one or two allied products. We 
hotels, lodges, churches, schools, aie yee big some, old had to be liberal with territories 
7a. GC. AS, steamships, cater- ment is pe po ae omen aa granted and we had to be patient 
ers, undertakers and large busi- and medium sized concerns, that we asked with results obtained, encourag- 
ness concerns for group meetings prog! ng. od pe? pe ese ing rather than driving our men. 
of various kinds, but though these — when they refused to stay in line with These commission men we chose 
chairs found such wide markets, this traditional attitude. | carefully, feeling that only qual- 
they did not touch the home field. This company, although it is only five ity salesmen could do justice. to 


, e ‘ years old, has advertised since it was : . Pegs 
We were convinced that Ameri founded. It began with trade panes spans a quality article, and that ,good 


can homes and apartments, which and year by year built up its appropria- men would be the organization 


were becoming smaller and which _ tion. Then in 1926 they branched out = skeleton on which we would build 
into national mediums and tapped a con- 


were requiring furniture that take = sumer market for a product which had 2 Stronger sales force as business 
up less and less space while giv- _ hitherto been sold only to institutions and increased. 
ing the maximum of. service, = — yp — sales 
offered a waiting market for a satiate Expanding the Line 
high class chair, which would Approaching 1924 with grow- 
blend with home surroundings. ing sales, we decided that we 
We felt that a dressed-up chair early planting began to appear should manufacture a line allied 
with a folding feature would above ground in the form of dis- to chairs so that we would not 
serve a long-felt need. tribution, we developed our have all our eggs in one basket, 
Selling on a Quality Basis national consumer advertising to and salesmen would have greater 
But at this period neither dealer _ take advantage of this cultivation. | reason for working more exclu- 
nor home owner seemed aware of In 1922 a New York sales office sively on Stakmore products. 
such a need, and our problem was handled the chairs that were made The question was, what to make. 
to awaken both the merchant and for us on contract. About the As our chairs were featured .to 
consumer to the service and com-  ¢nd of 1923 we had our own fac- a great extent for card playing, 


fort derived from such a product. tory in Owego, New York. Late we decided that folding card 
Merchandising plans and poli- 1 1924 we added to this plant and __ tables would be the ideal product. 


cies were carefully laid and sub- more than doubled production Here again we aimed at simplicity 
sequently adhered to strictly, and warehousing facilities. of construction, convenience in 
Behind each move was the plan During the first year of distri- | handling and elimination of ‘pos- 


to build along progressive but bution, I personally went from sible repairs, with the result that 
conservative lines, rather than coast to coast visiting the large We were able to produce a line of 
along spectacular and speculative outlets, and then followed this up folding tables which were as high 
ones. Our article was to be sold by placing manufacturer’s repre- 1! quality as Stakmore chairs, and 
on a quality and not a price basis, sentatives in those territories which we could market under the 
and the average selling price for | where accounts were opened. This Same trade mark. 
. the line was approximately 100 year’s work gave us a national At this time our representatives 
yesirin Per cent higher than that of fold- knowledge of our market and were handling large cities and 
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surrounding districts, which could 
be most economically worked out 
of those centers. Then in August 
of 1926, we began to open 
branches in all large strategic 
points, in some cases turning 
these branches over to the old 
salesmen and in other instances, 
putting in new representatives. 

This, in brief, brings our dis- 
tribution story down to 1927, at 
which time we have salesmen es- 
tablished throughout the country, 
handling a rather complete line of 
folding furniture to which we 
have been adding an average of 
one or two new folding articles a 
year. We have guarded against 
adopting more than our selling 
force can properly digest and 
thoroughly promote, and today 
the line is giving our men profits 
great enough to keep them in the 
field exclusively for Stakmore 
products. 


Building National Distribution 


SAID earlier in this article 

that we set out to get strong 
distribution before developing 
consumer advertising. That pol- 
icy does not mean, however, that 
we did not advertise to the trade 
from the start, for we began in 
1922 to tell our story to the 
quantity market. What it does 
mean is that we planned to put 
off national consumer advertising 
until we had made the trade ac- 
quainted, through sales promo- 
tion and trade magazine adver- 
tising, with the Stakmore line. 
Then, once we had established 
our products through the regular 
markets, we began to advertise to 
the home markets via national 
mediums. 

In 1922, then, we told the regu- 
lar markets about our folding 
chairs, using small advertising 
space and some circularization to 
reach mostly casket jobbers, un- 
dertakers, hotels, etc. During 
that first year our appropriation 
was limited. 

In 1923 we increased it 200 per 
cent and began to do more circu- 
larizing to all types of trade. In 
this year we sent some direct mail 
to consumers as well. 


The following year we doubled 
our appropriation, increased trade 
magazine advertising, used some 
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full pages and went quite exten- 
sively into direct mail work to all 
outlets. 

By 1925 our advertising was 
nearly seven times as great as 
when we began, though it contin- 
ued to carry the Stakmore mes- 
sage in much the same way. We 
used more and more full pages 
in trade magazines, and we also 
started to use full pages in colors. 


In 1926 the advertising appro- 
priation reached a figure almost 
thirteen times as large as the ini- 
tial expenditure, being in propor- 
tion to the growth of sales, and 
this same year we put out our 
first complete catalog. 


Expanding the Advertising 


UR first national consumer 

advertising also appeared in 
1926, in one weekly, in one 
monthly of wide home circulation 
and in New York City rotograv- 
ure sections. This consumer 
campaign generally opened with 
full pages and then ran mostly in 
single columns. 


Backing this consumer effort, 
we sent out very complete broad- 
sides to the trade, calling atten- 
tion to the national advertising. 
In addition, we fortified this work 
with consumer circulars for the 
dealers as well as with full size 
display easels for floor use. At 
this stage of our development, we 
had markedly increased the scope 
of our trade magazine announce- 
ments, and Stakmore advertise- 
ments were carried in full color 
pages in most trade papers reach- 
ing clubs, hotels, furniture mer- 
chants, schools, etc. 


One example of an advertise- 
ment to the consumer will indi- 
cate the appeal that we have been 
making to the home _ owner. 
Under an illustration of a card 
table and chairs being opened for 
an evening of bridge, is the cap- 
tion: “Rooms need not be upset 
to entertain.” Copy carries out 
the thought: 


Use Stakmore Folding Chair and Table 
Sets. They are ready—zip! The artis- 
tic setting of your room is not disturbed. 
You need not ruin floors nor tire yourself, 
yanking heavy furniture around. You 
meet guests fresh, unruffled, smiling —a 
charming hostess. 

Stakmore tables are rigid — no irritat- 
ing “wobble.” Patented corner anchor- 
ages prevent it. Stakmore chairs are 
upholstered and built for comfort. 


GEMENT, 
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Beneath this copy is a small 
illustration of a special set, with 
this message: 


The Southampton Decorated Set (finest 
of all Stakmore Sets). Special carton 
holds four chairs and tables in closet space 
5 inches wide— (less than the span of 
your hand.) An ideal gift for brides or 
birthdays. 


This home owner advertising is 
brought before the dealer through 
trade magazine announcements, 
which carry out the consumer 
thought in a manner intended to 
show dealers that women are 
looking for the conveniences Stak- 
more offers. For example, under 
illustrations that show an evening 
bridge scene as well as a special 
set laid out, we tell the dealers: 


“Women solve their entertainment prob- 
lems with Stakmore.” 

Women are often irritable when com- 
pany is coming. Heavy furniture to be 
moved — floors to be protected from 
scratching — artistic arrangement of rooms 
upset. The world over, such -women are 
hunting a card set that has beauty — one 
that fits in with their color schemes— 
saves their moving furniture and scratch- 
ing floors. 


Demonstrate to your customers the Stak- 
more Decorated Southampton Set. It 
opens and shuts—zip! Show them how 
the Stakmore table never irritates by 
‘‘wobbling.” Have them sit in the new 
1927 Stakmore upholstered folding chair 
and enjoy its mew comfort. The retilted 
seat and back make the chair fit the user. 


The Home Market 


HE appeal of dignity and 

harmony with home sur- 
roundings is brought out in a 
few further lines, which also tell 
of consumer advertising: 


The Southampton set — the most beauti- 
ful folding card table set on the market. 
Made in colorful lacquers. Black moire 
or washable tan Kemi-suede top. 


Special cartons hold four chairs and one 
table. Makes an ideal gift display that 
will tie-up with the Stakmore national 
advertising in the .. . 


Circulars provided for the 
dealer to distribute among pros- 
pective customers point out some 
of the many uses which we have 
found in the home field for both 
chairs and tables, giving an indi- 
cation of the varied needs which, 
back in 1922, we believed the new 
product would fill in the home. 
These circulars, illustrating vari 
ous items, which after five years 
make up the Stakmore line, tell 
how the chairs and tables can be 
used not only for card games, but 
for breakfast rooms, extra seats 
at dinner, sewing, in the kitchen, 
the bathroom, on the lawn, at the 

(Continued on page 695) 
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ELOW is the record for 
B the 8 months — Janu- 
ary thru August — of the 
lineage carried in Cleveland 
Newspapers for 12 commodi- 
ties bought by women. These 
statements are based on the 
of the Advertising 
Record Co., an unbiased statis- 
tical employed by 


figures 


bureau 


Grocery Lineage 


In its six publishing days per week The 
Press ran more total grocery lineage for 
local and national advertisers than either 
other newspaper ran in seven days— 
more than the daily News, the Sunday 
News and the Sunday Plain Dealer com- 
bined; nearly twice as much as the daily 
Plain Dealer. For national advertisers 
The Press ran 150,000 lines more than 
its nearest competitor. 


Grocery Store Lineage 


These figures include chain stores. In 
six days The Press ran more retail gro- 
cery lineage than any other newspaper 
ran in seven days — within 42,000 lines 
of twice as much as either other daily 
newspaper, eight times as much as both 
other Sunday newspapers, combined. 


Soaps and Cleansers 


In six days The Press ran more ad- 
vertising of soaps and cleaners than all 
other daily and Sunday newspapers com- 
bined — twice as much as the daily Plain 
Dealer, the Sunday Plain Dealer and 
the Sunday News combined. 


Laundry Appliances 


This classification includes washing 
machines. In six days The Press ran 
29,000 lines more than all other Ceveland 
daily and Sunday newspapers combined — 
five times as much as the daily News, 
eleven times-as much as the daily Plain 
Dealer. 


n CAppeal! 


Household Equipment 


In six days The Press ran more total 
household equipment advertising than 
any other newspaper ran in seven days 
—twice as much as the daily Plain 
Dealer; more for national advertisers 
than both other daily newspapers. com- 
bined, three times as much as the Sun- 
day Plain Dealer. 


Stoves and Ranges 


The Press in six days published three 
times as much as the daily Plain Dealer, 
twice as much as the Sunday Plain 
Dealer, three and a half times as much 
as the daily News, six times as much as 
the Sunday News. Twice as much as 
both other daily newspapers combined. 
More than any other three-paper combi- 
nation. 


Furniture Advertising 


The Press in six days published nearly 
as much Furniture advertising as all 
other daily and Sunday newspapers com- 
bined, more than three times as much as 
any other daily newspaper, nearly twice 
as much as both other daily newspapers 
combined. 


Toilet Preparations 


The Press publishes more advertising 
of toilet preparations than both other 
daily newspapers combined, twice as 
much as either, more in six days than 
any other newspaper publishes in seven. 


Cleveland’s two evening news- 
papers to give advertisers un- 
prejudiced information. Write 
either to them or to The Press 
for additional facts if those 
below still do not prove to you 
conclusively that “The Press 
is the First Advertising Buy 
in Cleveland.” 


Vacuum Cleaner Lineage 


In six days The Press published more 
than all other Cleveland daily and Sun- 
day newspapers combined, more than 
twice as much as any other daily news- 
paper, more than five times as much as 
any Sunday newspaper. 


Beauty Parlor Lineage 


The Press published nearly three times 
as much beauty parlor advertising as 
both other daily newspapers combined; 
nearly twice as much as the daily News, 
the Sunday News and the daily Plain 
Dealer combined; six times as much in 
six days as the daily and Sunday News 
published in seven days. 


Women’s Millinery Lineage 


The Press ran nearly twice as much 
advertising for milliners as all other 
Cleveland daily and Sunday newspapers 
combined, fifteen times as much in six 
days as the daily and Sunday News ran 
in seven days. 


Jewelry Lineage 


The Press ran 31,000 more lines of 
Jewelry advertising than all other daily 
and Sunday newspapers combined, three 
times as much as the daily Plain Dealer, 
four times as much as the Sunday Plain 
Dealer, three times as much as the daily 
and Sunday News combined. 


The Cleveland Press 


NATIONAL REPRESENTATIVES: 
250 Park Avenue, New York City 


ALLIED NEWSPAPERS, INC. 


410 N. Michigan Blvd., Chicago 


Cleveland + Detroit * San Francisco Seattle - Los Angeles - Portland 
FIRST IN CLEVBLAND Seem LARGEST IN OHIO 
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If It Takes Two Horses to Pull a Load 
It’s Folly to Use One 


Nowhere else in the whole length and breadth of 
America is there a situation like Chicago. A city of 
a four million trading area...and only two morn- 
ing newspapers. But those two newspapers together 
cover that trading area as effectively as a tooth fits 
into its socket. The Herald and Examiner is one of 
those newspapers, with a million readers daily and 
over three million on Sundays... with a buying 
budget as beneficent as any merchant may hope for. 


THE CHICAGO 


HERALD ann EXAMINER 


September Averages: Daily, 447,490; Sunday, 1,093,429 


National Advertising Manager— J.T. McGIVERAN, JR. 


EUCLID M. COVINGTON T. C. HOFFMEYER 
285 Madison Ave., New York Monadnock Building, San Francisco 
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When Distributors Are Blind to the 
Company Advertising 


HE sales mana- 
ger of a Middle 
Western concern 


had just explained in 
glowing metaphors, the 
details of his biggest, 


newest, most “smash- 
ing” advertising cam- 
paign. 


“Fine!” I said. “But tell me 
this: what do your distributors 
and dealers think about it?” 


He groaned. “The live ones 
read it and merchandise it and 
turn it into profit. The other 90 
per cent don’t know what it’s all 
about, and I doubt if they read 
one ad out of every dozen. And 
the trouble is, there doesn’t seem 
to be any way to get them to take 
more of an interest in the adver- 
tising. We’re spending the money 
as much for their benefit as for 
ours, but they don’t realize it.” 


When a _ problem somewhat 
similar to this presented itself to 
the Trenton Potteries, they de- 
cided that something would be 
done about it. They felt their 
1927 advertising was better 
than any advertising they had 
ever done before, and they 
wanted their distribu- 
tors to take more in- 
terest in it. They 
wanted them to have 
at their command the 
information the adver- 
tising contained. 

The result was the 
running of a contest 
for the company sales- 
men which had for its 
sole object the more 
direct presentation of 
Trenton Potteries 
advertising to the 
trade. 

Cash prizes of 
$100 and $50 were 


Trenton Potteries salesmen 
took copies of current mag- 
ines containing their ad- 
vertising direct to their dis- 
tnbutors’ offices and read 
every word of the ads 
through with them 
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A Contest Plan in Which Trenton 
Potteries Salesmen Give Buyers a 


** Personally Conducted’? Tour Through 


Current Advertisements 


offered for the highest number of 
points won and the greatest cov- 
erage obtained by the salesmen in 
making personal presentations of 
the current magazine advertising, 
either by reading the advertise- 
ment to key men among the trade, 
by reading it through with them, 
or by getting them to read it 
through in their presence. 

In each case the salesman was 
to obtain the signature of the 
executive he had visited, on a card 
which was mailed into the house 
for credit toward the prize money. 

The card read: “Your repre- 
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sentative Mr. ———— has 
just shown me your ad- 
vertisement in the Feb- 
ruary 26th issue of the 
Literary Digest. I have 
read it through.” 

A blank space _ fol- 
lowed in which the dis- 
tributor could make any com- 
ments he cared to, and the card 
was signed by the man inter- 
viewed, showing the name of his 
company and his position with the 
firm. 

No credit was allowed the 
salesman unless the signature 
was actually obtained at the time 
of exhibiting the magazine con- 
taining the advertisement, and 
the post card mailed the same 
day. 

In order to get the salesmen to 
make their presentations at the 
points where they would do the 

most good, points were cred- 

ited according to the position 

held by the man signing the 

card. Three points were al- 
lowed for the presi- 
dent of a company, 
the vice president, 
secretary, treasurer, 
the man controlling 
the line policy, the 
purchasing agent 
and the sales mana- 
ger. Two points 
were credited for a 
branch manager or 
executive of equal 
rank, two points for 
an architectural man, 
and one point for a 
distributor’s _ sales- 
man. 

One point was al- 
lowed for each 
plumber who sent in 
a signed requisition 
for advertising liter- 
ature, one additional 
for those who or- 
dered letterheads, 
and another if the 
plumber had never 
used Trenton Potter- 
ies literature before. 
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“As first,” said one of the Tren- 
ton Potteries officials, in com- 
menting on the contest, “the men 
were inclined to balk at the job 
of presenting the advertising in 
this way. They complained that 
they ‘felt foolish.’ But after the 
contest got under way and some 
of the better men on the sales 
force began to get some interest- 
ing comments and results through 
talking advertising in this way 
with their prospects and buyers, 
more of them developed an inter- 
est.” 

During the period of the con- 
test a total of 766 signed cards 
were received at the Trenton of- 
fice, which were sent in by 176 
different jobbers. These cards 
amounted to a total of 1,479 points 
of which the winning salesman 
scored 425. The high man sent 
in 204 of the 766 cards received, 
while the man with the second 
highest score made 267 points and 
sent in 147 cards. 


Reactions From the Jobbers 

One thing the company in- 
sisted upon was the use, by the 
salesmen, of actual copies of the 
magazines in which the advertis- 
ing was appearing, rather than 
the use of reprints. The sales- 
men were notified by mail of the 
date on which these magazines 
would appear on the news-stands, 
so their advertising presentations 
were given a strictly new slant 
by having the latest issues. 

While the results of this kind 
of a competition are more or less 
intangible, and therefore extreme- 
ly hard to measure in any con- 
crete terms, the company reports 
a number of evidences that the 
forcing of the reading of the cur- 
rent advertising did have a stim- 
ulating effect among jobbers and 
distributors. Some of the com- 
ments made on the _ returned 
cards were interesting: 

“Tdeal installation and should 
stimulate call for high-grade fix- 
tures.” (Distributor refers to pic- 
ture of bathroom installation in 
advertisement.) 

“Fine. Should bring you busi- 
ness.” ' 

“Very clever. We saw it. Did 
not have to be shown.” 

“Good thought relative to sub- 
stitution.” 
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“This will interest and appeal 
to the public.” 

“A very sensible ad.” 

“Helps put over better bath- 
rooms.” 

“Gives public fine idea of a 
modern bathroom.” 

“Brings many live prospects 
from actual home builders.” 

“Very much in favor of this 
kind of advertising.” 

One of the interesting reactions 
among the salesmen themselves 
was that those who “felt foolish” 
talking advertising in what ap- 
peared to be a primary school way, 
actually clamored, at the close of 
the contest, for another similar 
contest. When they saw what 
some of their fellow workers had 
done with the plan, they wanted 
another chance to try the same 
idea. . 

One of the things a simple con- 


test of this kind can undoubtedly 
accomplish is the touching off of 
a spark of initial interest in man- 
ufacturers’ advertising, among 
the various members of his dis- 
tributive organization, which will 
carry over into subsequent adver- 
tising campaigns. Any plumbing 
supply house man who had his 
attention called thus forcibly and 
favorably to one or two Trenton 
Potteries advertisements, and 
who, on that occasion, actually 
read every word of the ad, could 
scarcely help pausing to look at 
subsequent ads. Furthermore, a 
more acute consciousness of the 
quality and content of this adver- 
tising may make him more alert 
to the discovery of opportunities 
for using it to help build up big- 
ger sales for himself — which, of 
course, is the ultimate goal the 
Trenton Potteries is seeking. 


Mehren and Woodruff Will 
Address A. B. P. 


HE convention of The As- 

sociated Business Papers, 
Inc., will open October 17 at the 
Drake Hotel, Chicago, in a joint 
luncheon with the Chicago Asso- 
ciation of Commerce. 

President Max Mason of the 
University of Chicago, nationally- 
known for his practical work in 
coordinating education with busi- 
ness problems, will make the key- 
note address which will open the 
convention. 

E. J. Mehren, vice president of 
the McGraw-Hill Publishing 
Company, who recently returned 
from the Geneva conference after 
making a survey of European ec- 
onomic and business conditions, 
will address the closing luncheon 
on October 19, using as his sub- 
ject, “Long-time Guarantees of 
Prosperity.” 

On October 18 convention 
members will be addressed by 
George Woodruff, chairman of the 
board of the National Bank of 
the Republic, on “Business Pa- 
pers and the Next Business De- 
pression.” This is Mr. Woodruff’s 
first speech in several years and 
his reason for making it is that 
he wants to tell business paper 


publishers and _ editors, about 
some specific conclusions to which 
business conditions in_ recent 
years have brought him. 

Besides Dr. Julius Klein, di- 
rector of the Bureau of Foreign 
and Domestic Commerce of the 
Department of Commerce, who 
will address the convention ban- 
quet at the request of Secretary 
Hoover, there will be as speakers 
at the various sessions a 
prominent industrial leader, an 
outstanding successful retailer, a 
well-known newspaper man, and 
a distinguished economist and 
engineer. The principal speaker 
of the circulation session will be 
O. C. Harn, managing director of 
the Audit Bureau of Circulations. 
Publishers, advertising managers 
and editors will join with the cir- 
culation managers in an exchange 
of experiences. 


The Roller-Smith Company ol 
New York City announces the 
appointment of the D. H. Bray- 
mer Equipment Company, 
Omaha, Nebraska, as its repre 
sentative for Nebraska and west- 
ern Iowa. 
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For Example— 


Debits to individual accounts in New Orleans 
banks for the four weeks ending September 21, 
1927, showed a gain of $67,104,000 over the same 
period of 1926. 


The daily circulation of The Times-Picayune 
for this period showed a total of 93,491 and the 
Sunday total was 133,856. This was an increase of 
8,126 daily and 8,461 Sunday over the same weeks 
in 1926. 


In fact, the South’s greatest newspaper is a 
barometer of progress in the South’s greatest 
market. 


Che e Cimes-Pi icanune 
= =N\C_IN NEW ORLEANS [CG 


Member 100,000 Group of American Cities, Inc. 


Member Associated Press 


Representatives: Pacific Coast Representatives: 
Cone, RorHENBURG AND Noee, INc. R. J. Bwweit Co. 
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Fa pete is not a picture of the Sacrosanct Sybarites of the Pi Omega Chapter 

N of the Oleaginous Oberons of Petrolia. It is the First Aid Team of the Bay- 
town, Texas, Refinery of the Humble Oil & Refining Co. and is printed here 
to suggest the organized market which exists in the Oil Industry for first aid 
kits, hospital equipment and supplies, safety devices, alarm and signal systems, 
uniforms, and a host of accessory commodities, 


cA Consistently Surprising 


Even to men who have been a part of it for 
years, aS we have, the Oil Industry furnishes con- 
tinual surprises in the diversity and ramifications of 
its purchases. It is literally true that almost every 
manufacturer can find a market for some one of 
his products in some part of the Oil Industry. A 
single company reports 20,000 different items on 
its annual purchasing list. 


The representatives of National Petroleum News 
are men thoroughly schooled in the industry’s 
operations and needs. They know what individuals 
influence purchases and which control the actual 
buying decisions. They know these things from 
personal experience—not from mere hearsay. A 
definite part of their responsibility is to place this 
information at the disposal of sales and advertising 
managers, so that sales and advertising programs 
can be geared together for maximum effectiveness. 

Write or wire any office listed at the right if 


you would like detailed information in regard 
to your sales-possibilities in this huge market. 


NATIONAL PETRO 


Human Interest Insures 
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What Makes a Salesmen’s Compen- 
sation Plan Successful? 


HEN we ap- 
proach the sub- 
ject of sales- 


men’s compensation we 
are reaching into the 
very vitals of selling. It 
applies to cost-to-sell. 
Almost everybody will 
agree that cost-to-sell is 
too high. What is cost- 
to-sell? It is the per- 
centage arrived at by dividing the 
moneys paid for salesmen and 
salesmen’s expenses by the vol- 
ume of goods sold. Years ago I 
was the superintendent in charge 
of seventeen branch houses. I 
could quote (because the figures 
were so important to me) the per- 
centage of cost-to-sell in every 
house under my supervision, The 
all-important thing—the final 
result which determined my own 
value to my firm — was the aver- 
age of the cost-to-sell. 


Building Bigger Profits 


OW shall we reduce cost-to- 
sell? By cutting the amount 
of money paid to each salesman? 
Nota bit. Rather by successfully 
installing a system under which 
they will receive more money 
while at the same time they sell 
more goods. If the salesmen earn 
more and at the same time earn 
more for the company you have 
accomplished something. 

How? The answer calls for 
for about everything I am writ- 
ing about in this series of articles. 
It does specifically call for proper 
methods for arriving at the rate 
of compensation or rather for the 
method of compensation for the 
salesmen. 


You can easily find, in the nu- 
merous books published on the 
subject of sales management, 
descriptions of the various meth- 
ods for compensation. ‘Thus Hall 
in his book “The Handbook: of 
Sales Management” gives a° list 
of all the plans together with de- 
scriptions. I could fill: many 
Pages by merely: quoting the nu- 
Merous things which. have. been 
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The Payment Plan as a Management 
Lever—and How It Can Be Made to 


Supply Incentive for the Men on the 


Sales Force 


The twentieth article of a series 


By CHARLES W. HOYT 


written and said about this sub- 
ject. It seems wiser, here, to 
study the principles to see what 
we are after, and then let each 
apply these principles toward an 
attainment of his object. 

A good thing to remember 
when you are making up plans 
for the compensation of salesmen 
is. the saying, “Make plans in 
haste and repent at leisure.” I 
have seen a number of disastrous 
compensation plans with which 
manufacturers, merchants and 
sales managers have tried to 
improve this matter of compensa- 
tion. I recollect one manufac- 
turer who drew up all by himself 
what he considered a good com- 
pensation plan. In six months it 
proved to be wrong and he had a 
lawsuit on his hands when he 
withdrew the plan. One salesman 
who was profiting greatly by the 
plan felt that he had been unjustly 
treated and brought suit against 
the company. Surely to put one- 
self in such a position is not 
worth while. 


The Immediate Reward 


OLD a meeting of sales man- 

agers, say that the subject 
will be “Compensation to Sales- 
men,” and you will have a suc- 
cessful meeting. You will have a 
big attendance because sales 
managers seem to be more inter- 
ested in this question than almost 
any other. 


Too many men when making 


up a plan for compensation make. 


the mistake of setting the time for 
determining whether or not there 
is to be a reward too far ahead. 
This is. particularly true of the 
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bigger type of execu- 
tives, because they are 
the sort of men who are 
content to work for a re- 
ward even though it is a 
long way off. They 
don’t understand the 
mind of the average 
salesman. 

I remember once at a 
sales convention that a 
president announced what he 
thought was a wonderful scheme, 
a plan under which at the end of 
the year salesmen who had done 
particularly well were to be 
awarded certain prizes — these 
prizes being money. It created a 
strange reaction. It appealed to 
the salesmen in a peculiar way. 
In the recess after this session 
there was a great deal of gossip, 
some of which reached the ears of 
the president. The salesmen act- 
ually resented the way he had put 
this thing up. They stated they 
were now doing the best they 
could and were not to be bought 
by money prizes. In this partic- 
ular case the plan was abandoned. 


The Engineer’s Technique 


HAVE already apologized sev- 

eral times for introducing the 
technique of the engineer, because 
I realize I am writing to an audi- 
ence of sales managers many of 
whom do not believe in the en- 
gineer’s methods. Nevertheless 
the thinking sales manager may 
well pay attention to some of the 
methods which engineers, both in 
production and in selling, have 
used and from which they have 
secured great results. About the 
best statement I have read with 
reference to the proper principles 
for a plan of compensation, or 
about the best summing up of the 
fundamental qualities needed in a 
compensation plan, were those 
once made by Mr. John M. Bruce. 

Said Mr. Bruce: “The man 
who ‘makes a mark in the sphere 
of life is the man whose goal is 
twenty-five years away,’ or.a life- 
time. ahead. The man ‘who ‘is 
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content to work day in and day 
out for a goal in the distant fu- 
ture is a man of destiny. There 
are other men who will work for 
a goal five years away. Still more 
who will work for a goal one year 
away. They are all big men. 
Then you come down to the rank 
and file of men you get as sales- 
men because you can get them at 
a price. ’ 

“They have to have their goal 
directly in front of them. If you 
can arrange a reward so that a 
man can make up his own payroll 
every night on the work that he 


has done for that day and know > 


how much he has made, and if 
,°u can train that man to think 
about being a ten-dollar-a-day, or 
a fifteen-dollar-a-day, or a twenty- 
udllar-a-day, or a twenty-five-dol- 
ir-a-day man, you have done a 
wig thing for your organization. 
You have stimulated the imagina- 
tion of the little man to the point 
where he brings in big results. 
You have given him his reward 
at a point where he can see it.” 

In my opinion those words of 
Mr. Bruce sum up the situation in 
the most accurate way. A sales 
manager can not, by merely un- 
derstanding Mr. Bruce’s words, 
draw up a plan, because he will 
have to have some thing on which 
to base his plan, such as a proper 
measurement of what the sales- 
men should do. He will have to 
know, by some method or other, 
what it is that is the proper task 
or performance for his salesmen. 
Methods for determining these 
things have already been dis- 
cussed. 


The Set Task in Selling 


ONSIDER the boy at school. 

Suppose the teacher told him 
to read all the pages in his history 
that he could, for the next day’s 
lesson. On the contrary suppose 
the teacher announces eight pages 
as the day’s task but suggests 
that the child try to read a few 
more. This is no different from 
the salesman who has no set task 
but is told to sell all he can. 


One of the best papers on the 
subject of compensation of sales- 
men with which I am familiar is 
an address which was delivered 
by Mr. C, K. Woodbridge, exec- 
utive vice president and general 
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manager of Electric Refrigeration 
Corporation, Detroit, Michigan. 
This paper was read before the 
Marketing Executives’ Conven- 
tion of the American Managers’ 
Association. A description of it 
is also to be found in Mr. Hall’s 
book. Mr. Woodbridge lists thir- 
teen different types of compensa- 
tion, such as: straight commission, 
sliding commission, salary and 
commission, straight salary, sal- 
ary, expenses and commission, 
salary, commission and bonus, set 
task and bonus, and others. 


Commission and Bonus 


N defining terms to differenti- 

ate between commission and 
bonus he states that commission 
is compensation accruing to the 
agent, or factor, usually a per- 
centage of the value handled by 
the factor. He says that bonus is 
a premium or extra allowance. In 
one part of his address Mr. 
Woodbridge well illustrates the 
point which I am constantly mak- 
ing, in that salesmen should not 
be made to do missionary work 
but should be trained to be 
closers. Mr. Woodbridge says: 
“Do we saddle development work 
upon men who have a right to ex- 
pect that work to be done for 
them?” In another point he 
brings out the principle of- having 
the reward close at hand, by say- 
ing, “Salesmen should not be 
compelled to wait for the reward 
for their extra effort. They should 
share at the time it is made.” 


The American Management 
Association, when proposing its 
program for the 1927 Marketing 
Executives’ Conference, sent out 
a questionnaire asking its mem- 
bers to tell the methods of com- 
pensating salesmen used by them. 
It read as follows: 


gd Ol eT 2 en 
2. Straight COMMISSION.......cccceccsscseeneene 
3. Salary plus commission on _ sales 
over quota... 
4. Commission with fixed drawing ac- 


5. Sliding commission, according to 
attainment of stated sales totals 

6. Group commission: groups of mer- 
chandise carrying different rates of 
CCOOTYRER GB AG Noise sccrerteccesnes 

7. Also a bonus plan with bonuses 
based on the following (checked) 
performances: 
a. A stated figure of sales... 
b. Total volume in dollars...... 
c. Total volume in quantity 
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« Most calls made.nccccececnun 

. Percentage increase over prevyi- 
CUS AIR sciicc, 

f. Most customers sold................... 

g. Greatest number of new custom- 

h 

i 


@ 
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« Length of Service..ccecccccccecmonn 
i. Selling slow-moving merchan- 


k. Saving in percentatge of selling 
EXPENSE. cccerscecreerrnee 

l. Net profits 

m. Sales in excess of quota... 

n. Distribution of dealer helps 


o. Installing window displays.......... 
p. Smallest percentage of bad 
debts below stated figure 
Other bases Of DONUS...ecccccccnmn 
8. If you use the point system of re- 


wards, what services do you cover?’ 


On what things are penalties ex- 
acted ? 

II. The following is, briefly, our method 
of compensation: (if other than those 
above) 

III. Bonuses are paid at the periods 
checked: Annually.......... Half-yearly 
abess Quarterly........... Monthlly..........” 


Probably most men these days 
play golf. One of the secrets of 
the popularity of golf, it seems to 
me, is that there can be eighteen 
different matches, and there may 
be eighteen victories, because 
each hole constitutes a new match, 
if match play is used. It is pos- 
sible that match play in golf, 
under which the score is kept by 
keeping the result of each hole, -is 
more popular than medal play 
where there is only one victory, 
namely, based on the aggregate 
score of the entire eighteen holes. 
Golfers also play a thing called 
“Nassau.” 


A Golf Analogy 


NDER this method there 

may be the match for each 
of eighteen holes and, in addition, 
a special match on the first nine, 
the second nine, and on the ag- 
gregate. Salesmen are only boys 
grown up. Salesmen enjoy the 
spirit of the game. The compen- 
sation to salesmen should be 
based on some method under 
which they are constantly start- 
ing a new match or a new game 
and so constantly striving to at- 
tain a victory. 

The New York Sales Managers’ 
Club has had many meetings at 
which the discussion was on the 
subject of compensation to sales- 
men. One of the best addresses 
which has ever been made before 
that club was by Mr. Charles F. 
Abbott, executive director of 


4927 


Niel | 


dreds of Executives 


are asking for this valuable book 


From some of the largest corporations _ their appreciation of the work Oakland has done 
in the world and from many smaller _in publishing the book and making it available 
firms, letters have come in bythe hun- _for their use. Oakland offers this book, free of 
dreds, asking for copies of the book, charge, to executives responsible for the super- 
“Experiences of VariousCompaniesin vision and expense of salesmen’s cars. 

Handling Automobiles with Salesmen’’. 
Apparently no company is too large or 
too small to appreciate the information 


/ 


Briefly, the book includes three general sections: 
“Who Should Buy the Car—the Company or the 
799, be 

which the book contains. Many execu- ie ae — me ee 7 > 
tives after reading it have expressed be Handled?” an Se a anew ae 
‘Sienna tion”. The first two sections are made up entirely 
COUPON of the opinions of dozens of operating companies 

a a a nr | on the questions involved. The third offers an 

Pontiac, Michigan operating plan developed by Oakland in the in- 


Gentlemen: terest of commercial users of motor cars. 
Please send me a copy of the book: “Experiences of 
Various Companies in Handling Automobiles with 


If you are interested in the book which has 
Salesmen’’—Tell us more about your fleet users plan. - 


created such marked interest among business men 


r-------------- 
aac 


(Name). everywhere, fill in and return the coupon. It will 

eae a a ee ee be sent to your office by return mail. 

TT ee eT i ainctistieon OAKLAND MOTOR CAR COMPANY 
Ee mee PONTIAC, MICHIGAN 


QAKLAND-PONTIAC 


PRODUCTS GENERAL MOTORS 
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American Institute’ of Steel Con- 
struction, on the subject of com- 
pensation to salesmen. Mr, Ab- 
bott quoted a number of people, 
during his address, and these quo- 
tations in many cases were most 
appropriate. He read from a re- 
port by Mr. Roger Babson which 
stated that “The past generations 
have schooled employers into 
secrecy and employees into suspi- 
cion. To overcome these two 
tendencies is one of the big prob- 
lems of the day, toward the 
conclusion of which all well-un- 


' derstood cooperative plans are_ 


directed.” A proper plan of com- 
pensation should have in it no 
incentive for suspicion. It should 
carry nothing that partakes of 
undue secrecy. 


Mr. Abbott mentioned a meet- 
ing in Boston that he attended 
which was addressed by Doctor 
Elliott, the late president of Har- 
vard University. Said Doctor 
Elliott: “In order to get efficient 
work out of a man an internal 
motive must be supplied. I have 
learned from my own experience, 
from observation of the higher 
professions, that to have a satis- 
factory interest in and a real 
enjoyment in life work there must 
be elements that we may call love, 
loyalty, ambition and hope. We 
are all alike in this respect. The 
humblest operator, the farm hand, 
or the salesman, is induced to do 
his best work by just the same 
motive that induces you or me to 
do our very best.” 


An “Internal Motive” 


N interesting thing about this 
meeting at which Doctor 
Elliott spoke was that Frederick 
W. Taylor was present and had 
come on unexpectedly from Phila- 
delphia for the purpose of reply- 
ing to Doctor Elliott. In starting 
his address, he said, “I want to 
begin by seconding the most im- 
portant statement made by Doc- 
tor Elliott, that the thing beyond 
all others which is needed for 
universal success, whether it be 
the success of the workman, or 
whether it be the success of the 
intellectual man, or minister, or 
teacher, is hope.” 
It seems that we can well give 
much weight to the thoughts of 
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these two gentlemen, who work 
in widely different spheres and 
neither one of whom had anything 
to do with sales management, as 
we lay out a plan for compensa- 
tion. 


In Mr. Abbott’s address he 
stated that the only methods of 
paying salesmen with which he 
was familiar were: salary basis, 
straight commission, drawing ac- 
count and commission, stock 
participation, profit sharing, task 
and bonus and a salary and 
bonus. 

Mr. Abbott very much opposed 
commission men, except in cer- 
tain cases such as possibly the 
selling of books or such specific 
units. The commission arrange- 
ment is often the first thought of 
a company which is financially 
embarrassed. You will often find 
that a company which has got 
itself into difficulty for the want 
of more capital will have the sug- 
gestion put up to it by the auditor 
or by the financial side of the 
house that the sales force be put 
upon a commission basis. Com- 
mission men have but one thought 
in mind, largely, and that is their 
commission. 


Disadvantages of Commissions 


VERY sales manager will 

agree there is a whole lot 
more to business building than 
merely the order. Goods which are 
not resold are never sold. Com- 
mission men, as a general rule, 
will not take the time to render 
the proper sort of cooperation. 
Commission men are not subject 
to sales management, in the true 
sense. I can not take the space 
here to discuss the faults and the 
workings of the commission sys- 
tem. I can only refer you to the 
various sources from which you 
can secure this information. 

Mr. Abbott recommends, above 
all others, a plan which he calls 
the salary and bonus. He has 
worked it out in a very simple 
manner. He has provided the 
salesmen in one case with a small 
book or chart in which is stated 
their quota for each month. The 
home office sends to the salesman 
a small slip showing what he has 
sold for the month and, automat- 
ically, when inserted in the sales- 
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man’s book it shows him how he 
stands with relation to the estab- 
lished monthly quota. These 
books for the salesmen and these 
slips are made up for a year. The 
house determines at the beginning 
of the year how much business 
must be done in order to pay the 
salesmen the agreed-upon salary 
and take care of the expected 
traveling expenses. 

Mr. E. St. Elmo Lewis of De- 
troit, Michigan, delivered an 
unusually interesting address on 
this subject of compensation. This 
address was so good that I will 
give here quite a bit of it. It is 
not possible for the reader to find 
this address in any book or maga- 
zine, It is so good it deserves a 
place in this article. 


Mr. Lewis said, among other 
things on the subject: 


What a Salesman Wants 


‘<7 T may be taken as an irrefra- 

gable law that man will not 
put forth extraordinary effort for 
an ordinary wage. 

“What is compensation? Com- 
pensation isn’t only money, be- 
cause compensation must be 
reckoned in three things: com- 
pensation to the man’s mind, to 
his heart and to his body. While 
money figures in all of these 
things, it is my experience that 
in order to insure a compensation 
of these three fundamentals to 
man’s make-up you must some- 
times give him something besides 
money. A man wants compensa- 
tion in opportunity — to grow in 
mind and body and soul—to 
grow in prestige — to feel that he 
is getting on in the world and that 
his house is growing with him. 
He wants to feel that his house is 
getting bigger and better every 
day and that he is moving up in 
the planes of progress — that his 
house is progressing, because | 
know that a man will take less 
money with a big house rather 
than more money with a little 
one. 

“A man wants to progress, to 
feel that he is further ahead today 
than he was yesterday, and not 
only with regard to his pocket- 
book. I quarrel with the matert 
alistic philosophy which assumes 

(Continued on page 702) 
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June 10, 1927- 


We said: 


“... at this writing we are actually 


delivering well over 1,350,000. We anticipate 
1,400,000 the latter months of this year.” 


Sept. 20, 1927 - 


— now has a total net paid circulation of more 


, than 1,450,000—an average increase of 22,000 copies a 
’ month since January 1. . 


—now has more than 500,000 newsstand sales. 


This assures the 427 advertisers who have already 
ordered space for 1928 an excess circulation of more than 
350,000 copies per issue. 


This acceptance and recognition has been established by 
careful building on the firm basis of a sound and brilliant 
editorial program. 


427 
ADVERTISERS 


are assured 950,000 cikxeEsson 


SALEs§ MANAGEW™MENT, OCTOBER 15,1927 [675 


UR experience 
during the past 
Six years or so in 


extending markets for 
Dix-Make frocks and 
uniforms, has demon- 
strated conclusively that 
a moderate advertising 
appropriation can be 
made to accomplish na- 
tional distribution, provided the 
advertising is sufficiently well 
merchandised and the sales plan 
behind it closely coordinated with 
it. 

The Dix Corporation has two 
distinct lines, and of necessity we 
have two distinct methods of mer- 
chandising. First there is the uni- 
form line, made up of some fifty 
varieties of women’s uniforms for 
nurses and household workers, in 
nine sizes. This is by far the 
larger end of our business. The 
other line is composed of house 
or afternoon dresses and they 
come in seven sizes. 


National advertising furnished 


Careful Merchandising of Space Wins 
Dealer Cooperation and ‘laps Wider 
Markets for Dix Corporation 


By FRED E. FRANK 


President, Henry A. Dix & Sons Corporation, New York City 


the ground work of our plan for 
obtaining distribution on our line 
of house dresses, while a basic 
stock plan is the backbone of our 
merchandising campaign on the 
uniform line. 


In order to give a clear idea of 
the manner in which we used na- 
tional advertising to extend our 
markets, perhaps it would be well 
to review a few facts concerning 
the various links which go to 
complete our chain of advertising 
and selling effort. 

So far as possible it has been 
our aim to accomplish the closest 
possible tie-up between the na- 
tional magazine copy, local news- 


The careful linking up of window displays with the appearance of 
national advertising copy is one of the planks in the successful mer- 
chandising platform of Dix-Make dresses 
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We Crashed National Markets on aq | 
Limited Advertising Budget 


paper copy, and window 
display. A number of 
different measures are 
employed to this end. 
We keep closely in touch 


with dealers through the ' 


mail, timing the various 
promotion pieces so that 
they dove-tail with the 
appearance of magazine 
copy. Here, for instance, is a 
letter to dealers which is de- 
signed to get them to put in 
stocks and order window displays, 
just before the time when house- 
wives will be reading our adver- 
tisements in current magazines: 


Attached to this letter is an advance 
copy of the national fashion page, 
Good Housekeeping magazine, wherein 
three Dix-Make frocks are featured. 

Last year we were completely sold 
out ten days after the appearance of 
the advertisement, therefore quick ac- 
tion is necessary now. (There fol- 
lowed a description of the three styles 
and prices.) 

We are prepared to give you prompt 
deliveries, furnish mats for newspaper 
advertising, and cards for department 
and window displays. We would sug- 
gest that you immediately put in a re- 
quest for a window featuring these 
dresses for the week preceding the’ ap- 
pearance of the ad. ‘(Date would be 
given.) 

If you are interested we shall be 
pleased to send you samples. The 
name of your store will be given to 
Good Housekeeping who will direct 
all inquiries, as well as money orders, 
to you. 


The Sales Circle 


The magazines are by this time 
in the hands of prospective cus- 
tomers. Another thread of the 
merchandising story is picked up 
below an illustration of three 
house dresses on the national 
fashion page of the magazine in 
which the advertising appears. 
Consumers are told: 

All you have to do to buy these 
frocks is to ask your own dealer for 
them. They are sold in shops all over 
the country under the trade-mark of 
Dix-Make dresses. (The quality and 
price of each garment is described.) 
On these trade-marked pages in Good 
Housekeeping every month, we show 
only merchandise of quality that 1s 
both guaranteed by reliable manufac- 
turers and recommended by the di- 
rector of the fashions department. If 
for any reason you are unable to fin 
these frocks in the shops in your own 
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Ranks high in the 
(Alltoona Market. 
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aad Here is further proof that Altoona’s Consumers rank 

wad above the average in earning power. Note the classifi- 

vi cations of trade and employment, and observe that 

61.92% of the Mirror City Families are engaged in 
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in Mirror City Small T 

ys, Class A Buyers Families ‘Families 

se- MI sissies canndione 3.20% 3.88% 

tl I ioc inssasicorrscccsrcssctee 2.06% 3.41% 

= Executive 00 3.06% 4.03% 

* Manufacturer ....... 07% 16% 

in 

. Class B Buyers 

. PE  Cisicicinisaatencnntecaaiien 61.92% 55.97% 

rf I yiiiiocnscchciinansoonans on 5.70% 3.57% 

es Re eee vee eat oe 3.20% 3.10% 

" ee ee ee eee er wie 0.47% 

er 

nt 

4 

e Re eT ae. 10.82% 15.97% 

. | 2.70% 3.10% 

be I iiisainisinssncactnnscsicscabslin 7.05% 6.05% 

rm Undetermined ............................ 22% 29% 

he 

~" With this high earning capacity, goes equally high pur- 

rs, chasing power. Furthermore, 64.91% of these families 
own their own homes. The MIRROR is read daily by 
84.09% of these home owners. 
Can you locate a market of 150,000 consumers, that are 

_ better prospects for National Advertised goods, that is 

wl equal to the Altoona trading territory? We don’t be- 

the lieve such another market exists, and we are ready to 

up prove it with more convincing facts. 
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town, write to our magazine and we 
shall be glad to tell you the nearest 
shop in which they can be purchased. 


Then, under ideal conditions, 
where the dealer gives full cooper- 
ation, the retail advertising is 
brought out in the evening news- 
papers and reads something like 
this: 

We Have in Stock the Three 
DIX-MAKE 


Dresses That Are Featured on the 
National Fashion Page of 


GOOD HOUSEKEEPING 
in the Issue 
Then would follow illustrations 
and full descriptions of the three 
dresses. 


Now comes the window display 
featuring the Dix-Make frocks, 
which is exhibited coincident with 
the advertisements in both the 
magazine and the newspaper. 
The newspaper advertisement has 
directed the purchaser to the store 
where the dresses may be pur- 
chased and the window display 
identifies the product as one she 
saw illustrated in the magazine. 


Thus the sales chain is com- 
pleted, with the buyer who has 
been sold by the national adver- 
tising, brought to her local dealer 
through newspaper advertising, 
and the identity of the goods 
clinched by the window display. 


Direct Mail Advertising 


:. ADDITION to these sales 
efforts,a certain amount of con- 
sumer advertising is done, solicit- 
ing inquiries whjch are followed 
up by catalogues. From such 
efforts we receive many orders 
with money. Such orders and re- 
mittances are sent to the retailer 
nearest the consumer, together 
with the goods ordered, so as not 
to interfere with the dealer’s 
stocks. 

Over 40,000 customers receive, 
twice a year, from our own mail- 
ing list, copies of Dix-Make 
folders illustrating day dresses. 
Mail orders and inquiries received 
are without exception directed to 
the nearest dealer. The same 
styles featured in these booklets 
appear in our national advertis- 
ing. 

One large department store 
which had received many orders 
from us as a result of this direct- 
mail work, enclosed their own 


mail-order catalog with every 
order delivered in this way, and 
obtained excellent results. 

In the uniform line, our basic 
stock idea is the groundwork of 
our selling plan. Since the mer- 
chant wishes to buy on a hand-to- 
mouth basis, we show him how to 
do it intelligently, by eliminating 
sales lost through being out of 
stock when there is a demand for 
certain styles and sizes. Through 
thirty-odd years of experience we 
have gathered the knowledge that 
enables us to lay out stock for a 
department store so that the 
needs of all customers may be 
filled from a minimum standing 
inventory. The merchant reor- 
ders weekly, and a simple record 
sheet for each style enables him 
to keep a minimum stock equal to 
one and one-half times his weekly 
sales. 


Basic Sales Policies 


Ripe this plan we can 
guarantee a turnover of nine 
times to any store in a city of 30,- 
000 or over. Incidentally, this is 
reflected in our business, for we 
have geared production to sales, 
and we now get six turnovers a 
year against a former two and 
one-half. 

If a certain line or style of uni- 
forms does not show a satisfac- 
tory record of sale in any store 
within three months after deliv- 
ery, we take them back. We feel 
that the fault is not with the mer- 
chant or with the product, but 
with the ever-changing demands 
of the public, and we have found, 
for instance, that what will not 
sell in Chicago will go at a lively 
pace in Boston. So by the addi- 
tion of a slight shipping expense, 
we build up the good-will of our 
dealers. 

One of our set policies, and one 
from which we have never varied, 
is that we will never remove the 
Dix-Make label to allow any store 
to substitute their own label. 
Therefore there are no variations 
from standard in Dix-Make uni- 
forms. We test all materials used 
regardless of what the manufac- 
turer of the cloth says about it. 
Prices and terms are the same to 
all stores, no matter what their 
size or sales volume. 


These simple precautions to 
protect the integrity of our uni- 
forms means a great deal to 
nurses, who are likely to be ex- 
tensive travelers, for it enables 
them to buy exactly the same 
kind of uniforms they have pre- 
viously purchased, in any large 
department store in the country, 

We also train the dealer’s sales- 
people to know and sell our prod- 
ucts. We publish a small booklet, 
“The Book of Uniform Eti- 
quette,” which is furnished the 
dealer, and which contains au- 
thentic information for intelligent 
selling. It gives buyers helpful 
suggestions on selecting stock and 
supplies the advertising depart- 
ment with useful hints. 

‘Another booklet which we dis- 
tribute in large quantities is 
especially useful in smaller stores. 
It is called “Helpful Advertising 
Suggestions,” and contains many 
samples of complete advertise- 
ments. Many of the larger stores 
also find in it invaluable informa- 
tion on selling points of uniforms, 
when to advertise nurses’ uni- 
forms, maids’ uniforms, and house 
dresses, and methods of tying up 
with Dix national advertising. 

Summing up, I would say that 
Dix success has been built on two 
entirely trustworthy merchandis- 
ing pillars. The first is integrity 
of the product, which we have 
rigidly maintained, and the second 
is consistent consumer advertis- 
ing, plus a merchandising policy 
that wins. and holds the good-will 
and cooperation of the retailer. 


ELECTROTYPE FIRMS 
IN MERGER 


HE Royal Electrotype Com- 

pany of Philadelphia has 
merged with it the interests of 
the American Electrotype Com- 
pany, also of Philadelphia. The 
business of the two concerns will 
be conducted under the name of 
the Royal Electrotype Company, 
although two plants will be main- 
tained. 

The new officials are Harris B. 
Hatch, president; Horace W. 
Haydock, vice president ; William 
A, Jennens, treasurer, and Walter 
D. Fuller, secretary. 
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experience 
plus— 


BUSINESS stands with readers and 
advertisers solely on its merits as a 
magazine of magazines. Its primary 
obligation to the field it serves, is 
the promotion of better business 
methods. The publishers are well 
equipped to offer such a magazine 
of real value to business executives, 
as they have for years studied busi- 
ness problems and needs. 


BUSINESS has behind it not only this 
valuable background of experience, 
but also the daily contact of a 1,200 


man field force covering the entire 
country. 


Thus combining experience, high edi- 
torial standard and scientifically con- 
trolled circulation, BUSINESS offers an 
exceptional opportunity for those who 
have a message for the executive class. 


The BURROUGHS PUBLICATIONS 


SECOND BLVD. AND. BURROUGHS AVE., DETROIG 
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Building Activity 
Is Always a Fair Barometer 
of Business Conditions — 


and construction activity in West Texas cities 
was 51 per cent greater in July and 12 per cent 
greater in August than in the corresponding 
months of 1926. 


Just another evidence of the dependable pros- 
perity of this great, rich territory of which Fort 
Worth is the distributing centre and in which 
the Star-Telegram and Record-Telegram circu- 
lation exceeds any three or four other papers 


combined. 


No Contests or Premiums — Just a Newspaper 


More than 125,000 Daily and Sunday 
Largest Circulation in Texas 


Charter Member 
Audit Bureau of Circulations 


AMON G. CARTER A. L. SHUMAN 
President and Publisher Vice President and Adv. Dir. 
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Does Santa Claus Bring Dull Sales 
Then Try This Plan 


HE Christmas 
shopping season, 
which is so favor- 


able for many lines of 
business, has never been 
a very fruitful one for 
the automobile industry. 
People are too busy 
shopping for small gifts 
for others and the drain 
on their purses is so 
heavy, they are not like- 
ly to be in the mood to 
consider the purchase of 
so expensive an article 
as a motor Car. 


This condition is un- 
avoidable, of course, but 
as is so often the case 
with unavoidable condi- 
tions, the salesmen an- 
ticipate them and excuse 
their own lack of appli- 
cation and effort by 
blaming their poor re- 
sults on the season. 


Extra Sales Effort 


The Paige-Detroit 
Motor Car Company, 
having tolerated this 


condition every season 
for many years, last sea- 
son undertook to “do 
something about it” — 
and did. 


What Paige did was 
to promote extra effort 
on the part of all those 
who were actually en- 
gaged in selling Paige- 
Jewett cars, by offering 
numerous merchandise 
Presents on terms that 
could be met by any salesman 
who really tried, and to introduce 
a contest feature by offering 
other prizes for high men in sev- 
eral classifications. 


The first part of the proposi- 
tion was hardly a contest at all; 
itwas merely an added incentive 
for the salesmen to get out and 
hustle for a little business. For 
‘veryone in the country who 
sold two cars during the period 
of the contest, which lasted forty 
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How Paige-Detroit Proved that There 
Ts a Santa Claus, and Put the*‘ Kibosh’’ 


on the Christmas Slump 


By D. G. BAIRD 


. This isa gift 
distribution that 
is different 
E 1S unlike anything previously offercd to Paige- 
Jewett salesmen, If you like it, and yok prove you 


like it, there will be more and better opportunities 
to supply yourself and your family with nice things, 


eoutright presents. You do not have 
ane else to get yours. The present 


very d 
present in Santa’s big bag for every salesman in the 


. 
4 “ter, 
organization. 
” 
e . y a 


A contest plan, vigorously promoted, spurred 
Paige-Detroit salesmen to extra effort and 
helped overcome the traditional holiday slump 


in the automobile business 


days, there was a Christmas 
present of a $3.50 automatic 
pencil from the factory ; one who 
sold three cars could take his 
choice between a $6 fountain pen 
and a $7 desk set; the sale of 
four cars entitled one to a cigar 
lighter or sterling silver belt 
buckle set, each worth $10, or 
to a pair of solid gold, engraved 
cuff links. One who sold five 
cars during the period could 
choose between a ladies’ wrist 
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watch, a man’s strap 
watch, or a leather hand 
bag, any one of which 
was said to be worth 
$15.50 or more; six cars 
were good for a still bet- 
ter watch for man or 
woman, and seven sales 
brought a present of an 
even better watch than 
that, worth $40. 

These were outright 
gifts, made to the sales- 
men by the factory, just 
to “prove that there is 
a Santa Claus,” and the 
terms were so easy, it 
was “like taking your 
pick from the old boy’s 
pack when he isn’t 
looking.” 


The Contest Promotion 


To provide some com- 
petitive spirit, however, 
three grand prizes were 
added; one for the high 
man in each of three 
groups, the groups be- 
ing determined by popu- 
lation of cities. These 
were cities of less than 
50,000, those between 
50,000 and 400,000, and 
all those over 400,000. 
The grand prize was a 
man’s $75 watch or a 
woman’s $85 one. 

The proposition was 
announced by a brilliant 
folder, 18 by 24 inches 
in size, printed in vivid 


Christmas colors and 
adorned with numerous 
cartoon characters. The sheet 


folded into a 6 by 12 inch mailing 
piece and went without wrapper 
under 1% cent postage, proclaim- 
ing on the address side its chal- 
lenge of, “Who said there ain’t 
no Santy Claus!” 

“Fill your own stocking, too!” 
a part of the copy read. “Usu- 
ally Santa remembers everyone 
about the house but the old man 
himself. He is the Guy who gets 
neckties that are off-color, cigars 
> Ae eae 


o.; 1 [681 


he can’t smoke, gim-cracks he 
can’t name.” 

Or if one preferred to win a 
nice present for “friend wife” or 
“the girl friend,” there were those 
wrist watches and the more cars 
he sold, the more valuable the 
present for her. Just incidentally, 
this offer of women’s watches 
was premeditated—and not on 
the grounds that Mr. Salesman 
might already have everything he 
himself needed and might, there- 
fore, prefer to win a nice prize 
for his better-half. On the con- 
trary, the thought was that 


“friend wife” might make up her - 


mind to have one of those gift 
watches and make her provider 
step out and hustle to earn it for 
her. At the least, the prize offer 
would make her more tolerant of 
his time away from home, par- 
ticularly when is was necessary 
for him to call on prospects in 
the evening. 


Salesmen were warned not to 
become a party to a pooling of 
sales on penalty of forfeiting all 
their rights to any present. 

There was a blank sales report 
form on the back of the circular 
and all sales not only had to be 
reported promptly, but also had 
to be accompanied by the certifi- 
cate of sale, which meant that 
the car had to be delivered to a 
bona fide buyer before the sales- 
man would receive any credit for 
the sale. 

The contest lasted from No- 
vember 15 to December 24 and it 
is said to have been instrumental 
in stimulating quite a bit of 
Christmas activity among Paige- 
Jewett salesmen throughout the 
country. At any rate, the fac- 
tory gave away a whole lot of 
Christmas presents and_ thus 
made Merry Christmas some- 
what merrier for a large number 
of salegmen out in the field. 


Sears, Roebuck Work Mailing 
List of Babies 


SALES promotion plan 

built upon lists of names of 
new born babies and their moth- 
ers, has been put into operation 
by Sears, Roebuck and Company. 
The campaign was instituted on a 
trial basis of a thousand names, 
but was so successful that before 
five hundred names were pro- 
cured and used, it was definitely 
decided to make it a _ regular 
practice. 

The names are obtained from 
the records of the City Depart- 
ment of Vital Statistics, and are 
carefully checked to be sure the 
babies are white, living and le- 
gitimate. Each week a list is 
made up averaging thirty names. 

A brochure is the first mailing 
piece to be sent, going out about 
a week after the list is obtained. 
It is sent on Thursday so that it 
will be received on Friday. This 
gives the mother an opportunity 
to include Sears, Roebuck and 
Company in her shopping tour 
for Saturday. 

The cover of the brochure is 
personalized with the infant’s 
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name. The first page contains an 
announcement of the child’s birth, 
the name of the mother and 
father, the hospital and the doc- 
tor attending. This page is type- 
written. 

The center of the brochure is a 
letter spread, written in a jolly, 
personal tone to the baby, and 
contains horoscopical information 
based upon the date of birth. 
Here is the letter: 


Master Wallace Wayne Wilson, 
4332 Brown, 

Dallas, Texas. 

Dear Wallace: 


Congratulations to you and to your 
Mother and Father. I know you have 
made them very happy. 

And just the right weight you were. 
Exactly what a boy should weigh. I 
know you are going to grow up to be 
a splendid man, and hope that I may 
have the privilege of knowing you. 

It may interest you to know some things 
I have found out about you. 

You were born in the horoscopic period 
of Virgo—and are destined to have 
literary ability, to be fond of music, 
and to be successful in business; 

You will like to read and will always 
be well informed; 

Your birthstone is the Sardonyx; 

Your flower is the Poppy. 

Other prominent persons born in August 

were Ethel Barrymore and Napoleon 
Bonaparte. 


ot tee FR 25 


In the rush of marvelous things that 
they will have to tell you, your mother 
and father might not mention Sears, Roe- 
buck and Company. They have known 
about us since they were little folks about 
your size, and I want you to learn to 
like us, too. 


Now, may I wish you a long and happy 
life! Be proud of your mother and 
father as they find pride in you. Obey 
them and find joy in doing things to 
please them, and your reward will be 
great, indeed. 


Very cordially yours, 
Manager Retail Store 
Sears, Roebuck and Co, 


The list is separated according 
to birth, date and sex. It re- 
quires about four changes of form 
for each weekly running. There 
are always two or three letters 
that have to be especially type- 
written because it would be un- 
profitable to change the form of 
the letter on the machine for only 
one letter. 


The Follow-Up 


Two weeks later a form letter 
goes out to the mother. The 
mother’s name and the child’s 
name are both set up on slugs 
and constitute a mailing list to 
which a letter may be sent out at 
any time on special items. 

When first instituted, the cam- 
paign called for three letters to 
the mother, the second to be sent 
two weeks after the first, and the 
third to go thirty days after the 
second. These letters told about 
the many things in the infant- 
wear department that would be 
of interest to the mother and 
baby, and contained a special in- 
vitation from the manager of the 
department to visit him. How- 
ever, a survey was made by per- 
sonal calls at each of the homes, 
and it was found that with rare 
exceptions the mother had called 
at the store a few days after re- 
ceiving the brochure or letter. So 
the second and third letters were 
discontinued. 


The George Batten Company, 
Inc., has been appointed to handle 
the advertising account of the 
Pale Moon Company of America, 
Inc., of Philadelphia, manufac- 
turers of a new beverage, “Pale 
Moon.” 


Success magazine has changed 
its name to New Age—Tllus- 
trated, beginning with the No- 
vember issue. 
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“I value the Howard Watch 
I won more than any other 4 
prize the company could Dasiia' 


offered ”— said A. F. Danz, Chicago siaian for the Palmolive Company 


| iinhe-phetinageipi district managers and thirteen 

credit men and accounting office department heads 
won $100 Howard Watches in an extremely successful 
three-month Palmolive Sales Contest. 


Mr. A. M. Craigie, General Sales Manager of the 
Palmolive Company says: “We feel that by giving our 
district managers something so much worth while to 
work for, die Company sues a good investment. 
When we show members of our sales organization that 
we are willing to offer them the best, they unquestion- 
ably are encouraged to give their best in return.’ 


Every man recognizes the Howard Watch as one of 
the highest and finest personal awards that can be 
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offered. There is no question mark in front of it. 
There is no such thing as a “cheap” Howard Watch. 
Its distinction, hair-splitting accuracy and life-long 
endurance are immediate and unmistakeable appeals 
to desire. 


And that’s what you want in the kind of rewards that 
are to insure a successful sales contest. 


We have published a little booklet, “12 Result-getting 
Sales Contests” that is full of ideas. They are hard- 
boiled ideas that came out of successful experience. 
You fill them out to’suit your conditions. 


You are welcome to a copy of this booklet. No 
obligation. Just send the coupon or drop us a line. 


KEYSTONE WatcH CASE CORPORATION 


Riverside, New Jersey 
[) Please mail me “12 Sales Contests” 


SALES MANAGEMENT 
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Batavia, New York, was chosen for one of the Dartnell investigations because it is the center of a rich agri- 
cultural district and the trading capital for an area that touches seven counties in the state 


Dartnell Check-up on Distribution 
of Advertised Products 


RUG products 
were found to 
have the best dis- 


tribution of any line of 
merchandise in Apple- 
ton, Wisconsin. One of 
the druggists there re- 
marked that a drug 
store could not be classi- 
fied as such if they did 
not have most of these 
products. The same seems to 
hold true in Batavia, for the dis- 
tribution figure is even higher 
than it was in Appleton. Apple- 
ton’s figure for distribution in 
drug stores was 70.5 per cent and 
in Batavia it was 79.2 per cent. 


The Chain Situation 


Eight stores were checked in 
Batavia for the list of drug prod- 
ucts. Seven of these stores were 
drug stores and one was a de- 
partment store with a small drug 
department. Out of the seven 
drug stores there was one chain 
store. This organization oper- 
ates a chain of cigar stores 
throughout the country, but now 
has a chain of seventy-five drug 
stores in the east. This is the 
United Cigar Company, who now 
is putting drug departments in a 
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The Third Article on Batavia, New 
York, Reporting on the Clothing, Fur- 
niture, Dry Goods, Shoe, and Home 


Equipment Lines 


The sixth article of a series 


Batavia, New York 


few of its cigar stores in the east. 
This store in Batavia is the ag- 
gressive price cutter and the 
other stores follow as best they 
can. Two of the other six stores 
are under the same management 
and are the leading drug stores 
in the city. Both are Rexall 
stores carrying a complete stock 
of merchandise. 


Use Advertising Helps 


Eighty-five well-known drug 
product's and products commonly 
handled by drug stores were 
checked in Batavia. Of these, 
eleven have 100 per cent distribu- 
tion when all of the stores 
checked are considered. In the 
accompanying chart showing the 
distribution figures, only the 
seven drug stores are shown. 
When these stores are consid- 
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ered, fifty-three out of 
the eighty-five products 
had 100 per cent distri- 
bution. All of them are 
well-known and widely 
advertised products. Out 
of the forty products 
that had 100 per cent 
distribution in Appleton, 
thirty-eight of them had 
the same distribution in 
Batavia. 

Only three products could not 
be found in any of these stores. 
These products were Belle Mode 
shoe cleaner, Raquel cosmetics 
and Duz soap products. 

In the group of well-known 
pens, Parker is the only one 
found in every drug store. Water- 
mans were second, being sold by 
four out of the seven stores. 

In Batavia, all of the merchants 
handling drug products said they 
used practically all of the adver- 
tising helps that were sent to 
them by manufacturers. 


Household Products 


The furniture stores in Batavia 
are not very good for a city of 
this size. There is a large num- 
ber of them, but they are all 
small and do not carry a large oF 
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Only a day or two ago, this catalog was a 

matter of keen pride to somebody. When 

it was mailed, high hopes went with it. 

Hundreds of dollars’ worth of orders might 

have come from its clean-cut, well-printed 
pages. But they won’t. 


HIS catalog is a total failure—because somebody tried See eee 

to “save” money on envelopes. And the “saving” Soe es 
amounted to just a fraction of a penny on each envelope. oe 

You avoid tragedies like this when you send your 


The Improved Columbian Clasp Enve 


catalog in Improved Columbian Clasp Envelopes. The lope is made of cough, strong, bender 

tear paper. The clasp is malleable, —_ t 

i i i break off after three or four bendings. 

strong paper used in these envelopes doesn t give way plied pindlinangh tne Agee 
when a Niagara of packages flows over it in the post office. the flap-punch. 


The malleable metal clasp doesn’t break off when the 
post office opens the envelope to inspect its contents. 
The seams of Improved Columbian Clasps don’t give way 
under sudden strain. The flap doesn’t tear out under the ri 
pull of the Improved Columbian Clasp. 

Thirty-one stock sizes make it easy to find the very one 
you need—in Improved Columbian Clasp Envelopes. / 
And you get away from the delay and high cost of having 
envelopes made to order. 


THE iMEROVED COLUMBIAN CLASP No. 90 
PAT. JAN. 2, 449 
me aren STATES ENVELOPE CO., SPRINGFIELD, MASS. 


Your printer or stationer can supply you—or write us. 


’ The name, Improved Columbian Clasp, 
UNITED STATES ENVELOPE COMPANY and the size number are always printed 


on the lower flap. 
The world’s largest manufacturers of envelopes 
SPRINGFIELD, MASSACHUSETTS 


With fourteen manufacturing divisions covering the country 


Improved 
COLUMBIAN CLASP ENVELOPES 
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Distribution of Eighty-five Nationally Advertised 
Drug Products in Batavia, New York 


Per Cent 
Distribution 
Product (8 Stores) 

Astringosol 71.4 
Barbasol 100.0 
Belle Mode Shoe Cleamern...cccccccccecccsssssesssonnee 0 
Blue Jay 100.0 
Boncilla 100.0 
Chipso 14.3 
Cinderella Shoe Dressings 14.3 
Colgates 100.0 
Conklin Pens 14.3 
Cutex 100.0 
Deodo 85.7 
DES WCRE S.C. BET UONOR onsite 100.0 
Dona Castile Soap 71.4 
Duz Soap Products 0 
Eaton Crane and Pike Stationery.......... 100.0 
Elizabeth Arden Cosmetics -ncccccccccccconne 14.3 
Energine 100.0 
Eveready Blades and Razors................. 100.0 
Flit 100.0 
Fly Tox 100.0 
Forhan’s T Paste 100.0 
Gainsborough Powder Puffe............. . 100.0 


Glover’s Combination Scalp Treatment 100.0 
Glover’s Dog Medicime.......cccccccsccsscssssssseesnee cose 

Helena Rubenstein Cosmetics. 
Houbigant Cosmetics 
Ipana T Paste 
Jergens Lotions 


JOWNSton’s Chocolates w..cccececsecoccssssssscssseseseesnsee 


Per Cent 
Distribution 
Product (8 Stores) 

J. and J. Red Cross Products..ccccccceccsene 100.0 
Kleenex 100.0 
Kodaks 85.7 
Kotex 100.0 
LaFrance Soaps amd Powe rS.-ccceccecccom- 14.3 
Larvex 100.0 
Listerine 100.0 
Lux 85.7 
Lysol 100.0 
Melba Products 71.4 
Mello Glo Face Powe r........cccccccccssssssssossssssseeeesee 100.0 
Mennen’s Powders 100.0 
Mentholatum 100.0 
Montag’s Stationery 14.3 
Mulsified Cocoanut Oil Shampoo.......... 100.0 
um 100.0 
Murine 100.0 
Nujol 100.0 
Odorono 100.0 
Orphos T Paste 100.0 
Ovaltine 100.0 
P. and G. Soap 57.1 
Packer’s Shampoo 100.0 
Palmolive Products 100.0 
Parker Pens 100.0 
Pebeco 100.0 
Pepsodent 100.0 
Phillip’s Milk Of Merge siad.....ccccccccccccccscssssssee 100.0 
Pinaud’s Hau de Quinine ._.n.c.sccncnnn 100.0 


Per Cent 

Distribution 

Product (8 Stores) 
Planters Peanuts 28.6 
Pompeian Massage Cream ...cccccccosscscseseesse 100.0 
Pond’s Extracts 100.0 
Princess Pat Cosmetics Seay; 
Pro-phy-lac-tic T Brushes 100.0 
Putnam Dyes 85.7 
Pyralin Toiletware 42.9 
Raquel Cosmetics 0 
Resinol Soap: 100.0 
Rit Dyes 85.7 
Sani-Flush 100.0 
Sheaffer Pens 14.3 
Schick Repeating Razore......cccccccccesscsssscseone 28.6 
Squibbs Products 100.0 
Stacomb 100.0 
Stanley Super Vac 42.9 
Tangee Lipsticks 71.4 
Taroleum Shampoo 85.7 
3-in-1 Oil 100.0 
Thompson’s Malted Milk. 42.9 
20 Mule Team Borax 100.0 
Ungentine 100.0 
Vaseline 100.0 
Waterman Pens 57.1 
Wahl Pens, Pencils 28.6 
Woodbury’s Soap 100.0 
Zonite 100.0 
Average Distribution 2... ccccccccccsssccsssesesseoe 79.2 


expensive line of merchandise. 
Two of the nine stores checked in 
Batavia were small furniture de- 
partments in department stores 
and, one was a chain furniture 
store that also handled a line of 
groceries. Only one of the other 
stores carried a good line of mer- 
chandise. ‘This was the largest 
furniture store in the city and 
employed the largest number of 
regular clerks, the number being 
five, while the others could only 
find regular work for two or 
three. 


Only four of the sixty products 
checked for this line had a dis- 
tribution of fifty per cent or more. 
Congoleum rugs were sold in 
seven of the nine stores while 
Armstrong’s linoleums, Simmons 
beds and Bissell carpet sweepers 
were found in five. The fact that 
some of these manufacturers sell 
their products on an _ exclusive 
agency basis must be kept in 
mind. This will explain the low 
distribution figures in some cases. 
Some of these products may be 
found on other lists, as electrical 
goods. 

The percentage of distribution 
figure for this group of products 
is seventeen. This figure is larger 
than was found for all of the 
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stores in Appleton, but is par- 
tially explainable by the fact that 
several products were taken from 
the list which raises the percent- 
age figure. 

Some of the well-known prod- 
ucts that had no distribution in 
these stores in Batavia are: Ca- 
Vel rugs, Chambers fireless gas 
ranges, Landstrom furniture, 
Gurney refrigerators, Rex sani- 
tized upholstered furniture, Rus- 
tic Hickory furniture, Blue Rib- 
bon beds and mattresses, Bohn 
refrigerators, Boone kitchen cab- 
inets and Kitchen Maid kitchen 
cabinets. The average number of 
the products checked that are 
handled by all of the stores is 
10.2. 


Dry Goods and Notions 


Six stores were checked for the 
list of products under dry goods 
and notions. Of these, three 
were department stores, one a 
silk shop, one a cheap clothing 
store with a small line of dry 
goods, and the last a small de- 
partment or general store in the 
Italian neighborhood. The three 
department stores were not as 
large as those found in Appleton, 
but for their size they were of the 
same high type. Two of them 
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sold dry goods and notions main- 
ly and a small amount of clothing. 
One of them also had a small 
furniture department. The other 
was the largest store in the city 
and had a good line of merchan- 
dise. In addition to the dry goods 
and notions they also had clo- 
thing, a small drug line, furni- 
ture, jewelry and a good drapery 
department. Most of the buying 
for these stores is done in New 
York City, Buffalo and Ro- 
chester. 

Not one of the products studied 
on this list had 100 per cent dis- 
tribution when all of the stores 
are considered. Several products 
are found in all of the depart- 
ment stores. The products that 
have a distribution of 50 per cent 
or better in all of these stores 
are: Cannon towels, Hickory 
products, Pequot sheets and pil- 
low cases, Indianhead cloth, 
Nashua blankets, Belding-Hem- 
inway threads and fabrics, Wil 
liam Skinner silks, DeLong hooks 
and eyes and Fleischer yarns. 
With the exception of Fleischet 
yarns, all of them had 100 per 
cent distribution in the three 
department stores. The distribu- 
tion figures in the chart are those 
for all of the stores. 
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“No form! No substance! You 
can’t see it! You can’t touchit! It is 
as intangible as the air you breathe. 
And yet, itisrecorded on the balance 
sheet at twenty million dollars.” 
Thoughtfully, Wayne laid his 


newspaper aside. 


Twenty million dollars for 
goodwill! To many it may seem an 
incredible sum. But the great 
company of which Wayne had read 
Knows it to be a conservative 
estimate. Thirty years of marketing 
a meritorious product, thirty years 


We 
of advertising ‘WV have gone 


into the amassment of that twenty- 
million-dollar goodwill. 


Few concerns, even in the multi- 
million class, can list goodwill in 
figures like this. But every business 
must accumulate some goodwill, or 
it cannot live. Goodwill is the life of 
trade. Growth, prosperity, stability 
all depend upon the promotion of 
goodwill. 


Before the era of advertising, 
goodwill was hardly won. News of 


sheet 


a business or a product, traveled 
slowly when its sole carrier was the 
human tongue. Today, thanks to 
the printed word, that news travels 
fast. Reputation can be quickly and 
solidly established when advertising 
money is rightly spent. Before you 
spend yours, there are things you 
should know about a special form 
of advertising which is practically 
without waste. Remembrance 
Advertising, we callit. Its purpose is 
not only the promotion of goodwill, 
but also—the making of friends. 


BROWN & BIGELOW 


Remembrance Advertising 


REG.U.S. PAT. OF 


ST.PAUL MINN.and SAULT STE. MARIE ONT. 


Send for free copy “Strengthening Your 
Advertising,” a book that will help in 
planning your business-building 


campaign. 
SALES OFFICES IN ALL 
SALE5§ 


PRINCIPAL 
MANAGEMENT, OCTOBER 


1 


Brown & BicEtow, 
St. Paul, Minnesota 
Send free book, “SrrENGTHENING Your 


ADVERTISING” and suggest specific plans to 
stimulate our business. 
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Nature of Business. 


Address.......... 
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Women’s Clothing 


Per Cent 
Distribution 
Product (5 Stores) 

Bob Evans Nurses & Maids Uniforms 40.0 
Carters Rayon Unde rweat...c.cccccccssscssssssssssss 20.0 
Catalina Hats 0 
Charis Corsets 0 
Co-Ed Dresses 0 
Dix Make Uniforms & Dresses.................. 0 
Durham Hosiery 20.0 
Fiskhats 0 
H. W. Gossard Step-ins and Girdles..... 40.0 
Holeproof Hosiery 20.0 
Hummingbird Hosiery  ....ccccccsccosscssecesseeenneee 20.0 
McCallum Hosiery 40.0 


Modart Corsets 
Natures Rival Company 
Nazareth Underwear 

Onyx Hosiery 
Peggy Paige Dresses 
Phoenix Hosiery 
Rollins Hosiery 
Simon Millinery 
Warner Bros. Corsets 


Average Distribution occ. 16.2 


Distribution of Dry Goods and 
Women’s Clothing in Batavia 


Per Cent 
Distribution 
Product (6 Stores) 
Belding-Heminway Threads, Fabrics... 50.0 
Boott Mill Towels 33.3 
Cannon Towels 50.0 
Cash’s Woven Names 16.7 
Cheney Bros. Silks .0 
Columbia Yarns 0 
Corticelli Threads and Silks. 33.3 
DeLong Hooks and Eyees........ 50.0 
Dolly Madison Bed - Spreads..ccccccccccssesssssesuee 16.7 
Emmerich Pillows 0 
Everfast Wash Fabrics 33.3 
Fleischer Yarns 50.0 
Hickory Products 66.7 
Wim. THOUS TIRNWRCL accessions 0 
F. C. Huyck and Sons (Blankets, 
Throws) 16.7 
Indianhead Cloth 50.0 
Kapock Sunfast Fabrics 2..ccccccccccsccee 33.3 
Nashua Blankets 66.7 
Pequot Sheets and Pillowcases... 66.7 
Schwarzenbach and Huber (Darbrook 
Silks) 16.7 
Seranton Lace Curtains, Draperies........ 16.7 
Wm. Skinner Silks. 66.7 
L. O. Thompson Silks 0 
Veltex Washcloths 16.7 
Average Distrikrtirr .nncccecccccsccsncccccccsrnsseccsens 31.3 


Dry Goods 


Shoes, Shoe Findings, Etc. 


The distribution of shoes, shoe 
findings and allied lines was 
poorer in Batavia than it was in 
Appleton. These products had 
an average distribution of 11.6 in 
Appleton and in Batavia it was 
only 9.5 per cent. This may be 
due to the fact that proportion- 
ately there were more chain 
stores in Batavia. Out of the 
nine shoe stores checked for this 
group of products, three were 
chain stores that handle their 
own lines of merchandise almost 
exclusively. One of the nine was 
store mentioned 


a small Italian 
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before and one a store that also 
handled a line of women’s cloth- 
ing. Two of the chain stores 
were the best appearing and best 
stocked shoe stores in the city. 
The others were smaller, with 
one exception, and carry a cheap- 
er line to satisfy the needs of the 
industrial worker and the farmer. 

The statement made above is 
emphasized when the figures in 
the chart are analyzed. Some of 
the better grade of shoe manufac- 
turers have no distribution what- 
ever in Batavia. They are: 
Florsheim, Cantilever, Wilbur 
Coon, J] & K Foot Savers, Arch- 


ANAGEM™MENT, 


‘ians, Regal and Selz shoes. 
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Rest, Arnold Glove Grip, Boston- 


Keds is the only product that 
will be found in more than half 
of the shoe stores in Batavia, 
Ten out of the thirty-four prod- 
ucts that were checked are found 
in only one store. Cinderella 
shoe dressings, Converse rubber 
shoes and Crossett shoes were all 
handled by three of the nine shoe 
retailers. 

In addition to these nine stores, 
one handled none of the lines on 
our list. This was also a chain 
store, being part of a smaller or- 
ganization. They handle a 
cheaper line of shoes than the 
other three chains in the city. 


Men’s and Women’s Clothing 


Thirty-one products were 
checked in the stores that sold 
men’s clothing in Batavia and 
twenty-one among those selling 
women’s clothing. In this line, 
it must be remembered that 
many manufacturers sell their 
products on the exclusive agency 
plan. Adler, Rochester, Kuppen- 
heimer and Clothcraft clothing 
were not on the list of products 
that are being checked, but it was 
noted that they all had a dealer in 
Batavia. In the women’s cloth- 
ing, Vanity Fair dresses were 
handled by one shop and in a 
millinery store, Gage hats were 
handled almost exclusively. 

Eight stores were checked in 
the clothing line for men’s wear, 
two for women’s wear, and three 
stores that handled both men’s 
and women’s clothing. In addi- 
tion to these stores, there were 
four stores checked for women’s 
wear that do not show in the re- 
sults as they sold none of the 
products listed. Of these, two 
were chain stores. The tendency 
among dealers in women’s cloth- 
ing is to sell unbranded mer- 
chandise as far as possible. Few 
of the chain stores handle adver- 
tised or better-known clothing 
lines. This fact in addition to the. 
tendency to sell through exclu- 
sive agencies must be kept in 
mind when analyzing the distri- 
bution figures shown. 

The investigator found that the 
men’s clothing stores in Ba- 
tavia were of a better class than 
the women’s stores. They have 
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Of the English News- 
y J % paper-Reading Homes of 
Detroit Take The News 


| £ | From Actual House-to-House Survey |e- 
7 Amongst 77,056 Detroit Homes t 


Detroit’ News 


COVERAGE 


82% 


. The 77,056 homes canvassed were typical of home. The homes vary as the city varies 
Detroit homes, divided as equably as possi- in character or class in accordance with 
ble to cover the entire city impartially. No geographical location. They therefore offer 
effort was made to select any class or type a true picture of the whole city of Detroit. 


69,365 Detroit Homes Take a Week-Day 
English Newspaper; 82% Take The News 


The circle above shows in solid black the proportion of 
The News’ coverage of English newspaper reading homes 
in Detroit. 


Homes surveyed 77,056. 
Homes taking English newspapers, 69,365. 
Homes receiving News, 56,614—82 per cent. 


The survey disclosed that The News has 63% greater cir- 
culation in Detroit homes than any other Detroit paper, 
that it duplicates 85% of the circulation of its morning 
contemporary and 67% of that of the other evening paper. 


The Detroit News 


For 54 Years Detroit’s HOME Newspaper 


354,000 Sunday Circulation 325,000 Week Day Circulation 
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The next group of articles 
showing the results of the syr. 
Distribution of Men’s Clothing vey will cover Findlay, Ohi 
The first of this group will ap- 
and Shoe Products pear in the next issue of Sargs 
MANAGEMENT. 
; r 
Men’s Clothing Shoe Products _— 
Per Cent Per Cent ‘ 
Distribution Distribution 
Product (8 Stores) Product (9 Stores) COLORTYPE FIRM 
Allen A Hosiery .0 Allen A Hosiery. 22.2 
Big Yank Underwear & Workclothes.. 72.7. Arch Preserver Shoes 11.1 ADVANCES TWO 
BVD Underwear 3.6 a _—_ : 0 
Cota Gute hatereeer. "48.9 Arnold Glove Grip Sh0es.cxcnmcncninrmene 0 UDLEY R. MOREAN has 
inete. Wachony Collars 72.7 Belle Mode Shoe Cleamer.in.ecccecccsceseeseeneee 11.1 ° ‘i 
manly gg sel 0 Bostonians _. 0 been elected vice president 
s antilever oe z 
set a ae = Marx Suits.............. Mer Cinderella + ay Soom 33.3 and general manager of the 
eadlight Overalls 9. Constant Comfort Sh0eS..cccccccmccncnecnenennen 22.2 : 
Hickok Belts, Buckles —._............... 54.5 Converse Rubber hens. EE 33.3 American Colortype Company of 
Hickory Products ; 27.8 Crossett Shoes 33.3 : 
Holeproof Hosiery 27.3 Daniel Green Comfy S} 05 0) 0) =) ¢- UB New York. He assumed his new 
Geo. P. Ide Collars. 9.1 Dr. A. Reed Cushion Shoes...e.cccccsccmeece 441 duties in September. Mr. Morean 
Interwoven Hose 45.5 W. L. Douglas Shoes 11.1 : : 
Sauk Wey. Wee 9.1 Durham Hosiery am has been with the American 
ss 2 2 ucator Shoes c eee 
pe arcing ovesagge Kecseeseiccaasssenie a Florsheim Shoes 0 Colortype Company of Illinois for 
aynee Blouses, iris, BWit6 ce 5 Ground Gripper Shoes pie : 
Kenyon Raincoats 18.2 eter rar id 0 nearly twenty years, and during 
Knox Hat 9.1 umimingpind Hosiery =... 0 : : : 
a a, o1 Lee Pen 0 that time has met with success in 
Munsingwear 27.3 ye Pa Rosary a several executive positions, cul- 
a en ae ‘0 Montoi_ Socks 0 minating in his election to the 
Palm Beach Suits 27.3. Onyx Hosiery 0 2 R 
Paris Garters 72.7 O’Sullivans Rubber Heels... 11.1 vice presidency of the New York 
Sealpax 63.6 Phoenix Hosiery 0 
Signal Shirts 18.2 Regal Shoes 0 concern. 
Society Brand Clothes 0 Rollins Hosiery > George A. Behrens, who has 
Spalding Swimming Suits. 0 Smith $ h 11 ° . 7 
Travelo Swimming Suits.....cccco-mm aaah erga a been with the American Color 
cat Toa Sees ‘6 Wilbur Coon Shoes 0 type Company of [Illinois for 
Wilson Bros. Haberdashe ry...u..ccccccocccocoee 9.1 Wilson Bros. Hosiery 0 . 
sesame many years, has been appointed 
Average Distribution ene 24.9 Average Distribution 2... 9.5 to succeed Mr. Morean as sales 
manager. 
better furnishings, better store 
fronts and windows and have bet- 
ter stocks. This is more true of Di tb : i H h ld P d 
the stores on the main street than istribDution oO ouseno roducts 
of those in the outlying districts and Fu rniture 
where a cheaper line of merchan- 
dise is handled. All of these 
t . ith th ti f Per Cent Per Cent 
stores, Wl € vm 10n ° one, Distribution Distribution 
do some local advertising in the Product (9 Stores) Product (9 Stores) 
newspaper. Most of their buying Armstrong’s Linoleums ecco 555 Lloyd Loom Product. ec:nnscvevnsenennm 44.4 
; 4 A 4 . Bassick Casters phe Lorain Stoves 11.1 
is done in New York City, Chi- Bird’s Rugs 33.3 Mohawk Rugs 22.2 
cago, Rochester, and Buffalo. Bissell Carpet Sweeper...ccccccscmememssmenenmnene 55.5 Nappanee Dutch Kitchenette... commen 22.2 
Blue Ribbon Beds, Mattresses... . 0 Old Hickory Products cee vy 
nl irtv- Bohn Refrigerators 0 Ozite Rug and Carpet Cushion............... 44, 

O y seven of the thirty ee Boone Kitchen Cabinets. 0 Perfection Stoves ~ Il 

products checked have a distribu- Ca-Vel Rugs 0 Premier Sweeper oe 
: : Chambers Fireless Gas Ranges... 0 = Pullman Davenport Beds -ecj:cnessmemnnne 11.1 
tion of 50 dea cent or better in Congoleum Rugs 77.8 Rex Sanitized Upholstered Furniture... 0 
the men’s line, while not one of De Luxe Bed Springs, Beds..cccccmcuseeme 22.2 «= Rid-Jid Ironing Tables cccccnnennnnmnnnnnn 2202 

a : Englander-Wit-Edge Springs.cccccccoocsssscsssssee 11.1 Royal Easy Chair and Davenports.... «2 
the women’s products reached Eureka Sweepers .0 Royal Sweepers : 

; ‘ = Gold Medal Folding Furniture.............. ~ 11.1 Rustic Hickory Products ccccccssscscnsnsmsnene 
this figure. Those ects pene Gurney Refrigerators ecccccecccennnnnnnne O John’s Tables 33.3 
ucts are: Sealpax, Big Yank Hartshorn Shades 33.3 Salisbury and Satterlee Co. 

d 1 rorkcloth Hoover Sweepers 11.1 (Bedsprings) 11.1 
underwear anc workclothes, Hotpoint Products waite H. EB. Shaw Furniture .——........---— ae 
Ted ° Imperial Tables . Simmons Beds . 

BVD underwear, Cluett, Peabody Johnson’s Polishing: Wax eres: . 22.2 Simplex Ironers 0 
collars, Van Heusen collars, Karnak Rugs 11.1  Slyker Metal Radiator Furniture... id 

ae ee = A Karpen Furniture 22.2 Smokador Stands wen Dee 
Hickok belts and buckles, and Kiel Furniture 22.2 Spear and Co. Home Furniture..... 

Paris garters. Of these seven, Kimlark Woven Rugs vcccwmnrnenenn 33.3 Stamore Co. Tables and Chairs.... 
Kirsch Curtain Rods 22.2 Sunbeam Irons 
four were the only products that _— —— ev Cabinet...ccccnninnn o. Vudor Porch Shades .. ens 
istrj i r. earflax Linen Rugs . Way Sagless Springs, Beds, 

had distribution of fifty: per cent ee eames a. —- 98.8 
or better in Appleton. Those Landstrom Furniture 0 White Electric Sewing Machines......--- +9 

- Lane Cedar Chests it — 
products were: Sealpax, Cluett, Leonard Refrigerators 11.1 Average Distribution cccccoccncnnssnennnnnt 17.0 
Peabody collars, Van Heusen 
collars and Paris garters. 
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SCRIPPS-HOWARD 


MEMBERS OF THE AUDIT BUREAU OF CIRCULATIONS 


SALES 


DRAMAS IN THE LIFE 


OF 


A GREAT NEWSPAPER 


Painted for Scripps-Howard Newspapers by Frank B. Hoffman 


The leaders got together 


An ominous coal strike appeared on the 
horizon . . . a threatening cloud to the 
national prosperity. 

A SCRIPPS-HOWARD Newspaper circu- 
lated a petition, asking the President to 
appoint an impartial arbitrator and get the 
belligerents together. 

A million signatures were secured. The 
President acted. A peacemaker was named. 
The leaders got together. And the black 
cloud rolled away. 

There would be few wars if the leaders 
got together and smoked things out over 
their pipes, while their tempers were still 
cool . . . But the trick is to find a go- 


SAN FRANCISCO. News DENVER Rocky Mt. News 


. Kentucky Post— Kentucky Edition of Cincinnati Post 


ALLIED NEWSPAPERS, INC., 


250 PARK AVENUE, NEW YORK * CHICAGO * 


PORTLAND * 


MANAGEMENT , 


DETROIT °* 


Oc Tree FF Ss 


LOS ANGELES * 


between, trusted by both parties, to arrange 
the harmony meeting. 

That has often been the privilege and 
achievement of SCRIPPS-HOWARD News- 
papers. In a controversy between Capital 
and Labor, both sides know that SCRIPPS- 
HOWARD may be relied upon for’® fair 
and strictly neutral attitude, until the right 
or the wrong of the issue has been justly 
determined. 

But these newspapers remain impartial 
until they are sure which side has the 
righteous cause. 

And that is the side they then champion 
... without giving or asking quarter. 


YOUNGSTOWN Telegram 
FORT WORTH .. . Press 
MEMPHIS Press- Scimitar OKLAHOMA CITY News 
HOUSTON .. . Press EVANSVILLE... . Press 

ALBUQUERQUE. . . New Mexico State Tribune 
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and a national crisis disappeared 
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How We Taught Small Buyers to Say 
“Send Me a Carload’”’ 


store and a record which came to 
the attention of the general mana- 
ger of the chain. He asked his dif- 
ferent managers what they were 
doing with Kroehler furniture. 

Today the manager who re- 
fused the salesman’s offer of sell- 
ing ideas is out of the chain. He 
had passed up too many good 
ideas offered by others, while the 
chain store manager who did hold 
a Kroehler week has been ad- 
vanced to the managership of the 
largest store in the chain. 

Now that same chain features 
Kroehler furniture, in their adver- 
tising and in their selling. The 
retail salesmen know from past 
experience in their own stores 
that they can sell Kroehler fur- 
niture. 

A retailer in an Ohio town of 
about ninety thousand popula- 
tion, was called upon by a 
Kroehler salesman and a Kroehler 
resale man. “No, business is not 
good,” he snapped, leaning back 
in his chair, “I don’t need a thing 
this trip.” 


Help for Dealers 


HE Kroehler salesman went 

out of the office to see the 
assistant manager while the re- 
sale man talked with the store 
manager. Gradually the talk 
switched around to floor arrange- 
ment, grouping and grading of 
furniture on the floor, to what 
was a balanced assortment of up- 
holstered living-room furniture. 
Along with suggestions for floor 
display, the resale man told how 
successful merchants in different 
sections of the country were in 
handling their stocks. 
_ In the middle of the conversa- 
tion, the merchant turned to his 
desk, and began _ thumbing 
through his stock book, and said, 
“Will you help me pick out a 
carload of your furniture that will 
be graded properly?” 

Then and there, the resale man 
and the retailer selected a carload 
of Kroehler furniture and planned 
vow that carload would be sold. 
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Reprints of national advertise- 
ments would never have secured 
that order but retail ideas did 
bring a carload order. Good sales 
ideas helped that retailer sell the 
merchandise at a _ profit—good 
sales ideas plus a_ nationally- 
known product. National adver- 
tising is the backbone of all 
Kroehler sales plans but national 
advertising alone will not do the 
work. 

In Chicago, a group of three 
outlying department stores 
opened for business in October, 
1926. Two of the stores had 
small furniture departments, but 
until December the furniture 
business at any of the stores was 
not enough to talk about. People 
did not think of those stores 
when it came to buying furniture. 


Building Retail Business 


ARLY in December, the 

buyer came to us saying, “I 
have been allotted a space four 
columns wide by eight inches 
deep in a double-page advertise- 
ment we are going to run for 
Christmas business. Can you 
suggest a sure-fire proposition 
that will get us some living-room 
furniture business?” 

We gave him an idea, helped 
him select the furniture, and 
wrote his four column by eight 
inch advertisement. The furni- 
ture buyer showed the copy and 
layout to the general managers of 
his store and they turned their 
thumbs down. 

“Tt won’t work. You can’t 
sell living-room furniture in vol- 
ume at Christmas time. People 
want their money Yor Christmas 
gifts, etc., etc.” 

The buyer thought our sugges- 
tion would get business and fi- 
nally secured a space two col- 
umns wide by eight inches deep 
— one-half the size originally 
planned. 

When the results were checked 
up, the managers of the store 
were ready to agree that the idea 
was worth while. In one of the 


stores a sample Kroehler suite of 
each design was placed in the 
cloak and suit department, and a 
dress goods salesman sold nine 
Kroehler living-room suites the 
first day after the appearance of 
the advertisement. All three 
stores did a volume of business 
on Kroehler furniture in the two 
weeks before Christmas that sur- 
prised everyone. Today that 
chain of three stores sells a good 
volume of Kroehler furniture, and 
the retail salesmen feature it on 
the floor. 


Because Kroehler furniture is 
nationally advertised in full pages 
in the leading magazines, because 
it is a good product at a fair price, 
that buyer came to us with our 
salesman. Kroehler merchandise 
plus straight selling gave us the 
opportunity to work with him. 
But a definite selling idea ob- 
tained a larger order from the 
buyer, helped him to feature 
Kroehler furniture and _ helped 
him to make it possible to re- 
order. With his first success, he 
became enthusiastic on the line 
and is pushing its sale on his 
floors, with his salesmen, and in 
newspaper advertising. 


Promoting “Kroehler Week” 


RETAILER in a town of 
9,000 reports, “At this writ- 
ing the week is only half over and 
we have passed the goal set, be- 
sides securing a number of live 
prospects that we are quite sure 
will develop into sales. This 
‘Kroehler week’ has been the 
biggest one thing we have under- 
taken to stimulate living-room 
suite sales, and as a result we 
have written your firm to ship the 
remainder of our order. Besides 
ordering the remainder to be 
shipped out, we have placed an 
additional order for a substantial 
number of suites.” 

After all, that is what counts 
with advertising plans. “Ship 
the remainder of our order—an 
additional order for a number of 
suites.” 
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MORE THAN 
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L. A. EXAMINER STARTS BIG COOKING 


PRUDENCE PENNY WILL BE 
IN PERSONAL CHARGE 


ARRYING co-operation with its 

food advertisers to the Nth de- 

gree, the Los Angeles Examiner 
has just inaugurated what is unques- 
tionably one of the finest cooking and 
household economics schools ever estab- 
lished by a newspaper. 

Twice-a-week sessions are held in the eleventh 
floor auditorium of Barker Brothers, called ‘The 
most beautiful retail store in America,” with 
distinguished chefs from famous hotels and 
clubs making personal appearances and demon- 
strating the preparation of dishes which have 
brought them renown. 


Prudence Penny There 


S far as possible, Examiner-advertised prod- 

ucts are to be used and the audiences will 
be presented with detailed menus and recipes 
and a list of suggested brands that will assure 
success in their own kitchens. 

Prudence Penny, editor of The Examiner’s 
Household Economics department, will be in 
direct charge of the school at all times. 

Dietary experts, authorities on various phases 
of home-making, arbiters of things culinary, will 
appear in the course of further programs, and 


= will be an organ recital preceding each 
class. 


Attractive Hall 


NE of the features of each session will be 
: the privilege of those attending, of request- 
ing a demonstration of some recipe about which 
they have heard, or with which they might 
possibly have had some trouble. ‘Pet recipes” 
will also be considered for the edification of 
the “students.” 

Barker Brothers auditorium is one of the 
most attractive gathering places in Los Angeles, 
and is a frequent rendezvous for those who 
hear lectures on landscaping, interior decorating 
and other elements of successful household 
conduct. It seats 650 people. 

Food advertisers should make immediate ar- 
Tangements to cash in on The Examiner’s 
School of Household Economics. It provides 
a tie-up value that cannot be had through any 
other medium in Los Angeles. 


N. W. Ayer Join in 
Chorus of Thanks 


fy greatest gratification to be had _ out 
of any job is to win appreciation for hav- 
‘- Pe done it well. Therefore, you'll excuse 
with we take up a few seconds of your time 
be another note on Merchandising Service 
eu incidentally, gets enough letters 
, his type to justify considerable _ self- 
satisfaction. 
‘ _ one is from N. W. Ayer & Son. “It is 
f. fasure,” they write, “to again tell you that 
vrais continued interest and effective merchan- 
of t Service in connection with the advertising 
pd e KELLOGG COMPANY, is _ thoroughly 
apbreciated by the advertiser and this agency, 
to assure you that your co-operation has 
n an important factor in making this ad- 
ertising pay the advertiser.” 


SALE5§ 


SCHOOL; FAMED CHEFS ON PLATFORM 


Within the Famed ExamineRegion! 


4 
ys 


HE Pacific Beach Club, one of the West Coast’s most exclusive eestablishments 


of its kind. It is at Long Beach, 


the home of Signal Hill, creator of 


thousands of oil millionaires, and within The ExamineRegion, a sales territory 
inhabited by over 350,000 families and influenced by more than 306,000 Examiners 
every Sunday! The ExamineRegion is the area into which Los Angeles department 
stores make deliveries, and do business, every day. 


EXAMINER Read- 
ers are the greatest 


spenders in the West! 
They hand out a billion 
dollars and over every 
year for the things 
they need! 


No wonder the first 6 Months of 1927 
showed The Los Angeles Examiner leading 
EVERY newspaper in its territory in total 
advertising in these QUALITY  classifi- 
cations: 


RADIO 

FURS 

BUILDING MATERIALS 
MUSICAL INSTRUMENTS 
JEWELRY 

ELECTRICAL APPLIANCES 
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“You'll Head List 
In Next Selection!”’ 


HE C. E. Conover Company, of 319 

Fifth Avenue, New York, recogniz- 

ing intelligent direction and the 
ability to get things done quickly, 
accurately and thoroughly, recently 
through A. J. DuVal, its Pacific Coast 
representative, put itself on record 
that when it makes its next selection 
of media in Los Angeles, the Los 
Angeles Examiner will head the list. 

Quoting, in part, from Mr. DuVal’s 
letter, we offer his remark with a more 
or less modest bow: 

“ . . . we have carefully gone 
over this survey and wish to thank you 
for the most PRECISE report of con- 
ditions as they exist . Feel as- 
sured that when the next selection of 
mediums is made that the Los Angeles 
Examiner will head the list.” 
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“Another retailer was holding 
“Kroehler Weeks” 
times a year and averaging the 
sale of twenty-five suites during 
each week. For some time we 
had been thinking of a different 
sales idea but had not “sprung” it 
on a retailer. 

This dealer came to us and 
wanted a new sales idea. Here 
was the opportunity we wanted. 
It took real selling effort to con- 
vince him that the plan was 
worth a trial. But when his 
“week” was over he wrote, “We 
sold fifty-two suites. This is the 


greatest number of suites we 


have ever moved in this length 
of time. We feel that your idea 
was a good business-getter as it 
had never been used before in 
this community.” 

Since then this retailer has had 
several “Kroehler Weeks” and by 
using the idea given him, he has 
averaged better than fifty suites, 
which is twice his former volume. 
It is profitable for Kroehler and 
profitable for the dealer for he 
sets his own retail prices. 

No amount of reprints of our 
national advertisements would se- 
cure this kind of cooperation but 
national advertising has made 
possible the volume of business 
being done by Kroehler dealers. 

By using the sales suggestions 
and retail advertising plans fur- 


about four. 


nished by us, Kroehler merchants 
are including in their newspaper 
advertising and in their selling 
work, sound ideas which will 
bring business to their store. By 
giving the retailer definite plans 
which will help him cash in on 
national advertising, the Kroehler 
Manufacturing Company is se- 
curing the active cooperation 
from its dealers that means added 
volume. 


The ideas, selling plans, retail 
advertisements, etc., must be 
sound. They must stand the 
scrutiny of keen retailers who 
have been successful operators 
for many years. They must be 
complete and they must be good 
enough so that the retailer will 
want to use them without being 
forced. The Kroehler Manufac- 
turing Company does not have 
exclusive selling arrangements 
nor does it pay all or part of the 
dealers’ advertising costs. 

But with selling ideas and 
plans that will move goods at 
the regular margin of profit, from 
the retail floor into customers’ 
homes, the active cooperation of 
the dealer can be secured. And 
with these plans backed by 
steady, consistent national adver- 
tising, the greatest returns are 
obtained by the dealer and man- 
ufacturer. 


A. N. A. to Discuss ‘ ‘Sincerity 
in Advertising”’ 


HE Association of National 

Advertisers will devote an 
entire session of its annual meet- 
ing, which will be held at the 
Hotel Roosevelt, New York City, 
October 31, November 1 and 2, 
to a symposium on “Sincerity in 


Advertising.” 
Arthur H. -Ogle, secretary- 
treasurer of the _ association, 


speaking for the program com- 
mittee, of which Merle B. Bates 
is chairman, said recently: 

“The program committee was 
prompted to arrange this session 
by the many publication com- 
ments on this phase of advertis- 
ing. The A. N. A. feel that to 
whatever extent there needs to be 
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an investigation of this subject, 
that investigation ought to be 
started by advertisers themselves. 

“Two of the speakers who are 
to address us on this subject are 
‘elder statesmen’ of advertising. 
Ernest Elmo Calkins of Calkins 
and Holden, 1926 winner of the 
Bok gold medal for distinguished 
service to advertising, will open 
the symposium with an address 
on ‘The Practical Ethics of Sin- 
cerity in Advertising.’ 

“Irwin S. Rosenfels, widely 
known for his work with Sears, 
Roebuck and Company, and for 
his advocacy of ‘truth in adver- 
tising,’ is the other elder states- 
man. We have also asked Stuart 


oc TO BB BRB i 5 


Chase, co-author of that much 
discussed book, ‘Your Money’s 
Worth’ to meet us face to face 
and tell us what he thinks js 
wrong with our advertising.” 

Some of the other speakers on 
the A. N. A. program and their 
subjects are: Professor Melvin 
T. Copeland of the Harvard 
School of Business Administra- 
tion, on “Selling to Syndicates, 
Chains, and Buying Groups”; 
F, J. Petura, purchasing engineer 
of the Henry L. Doherty Com- 
pany and the Cities Service Com- 
pany, on “The Purchasing 
Agent’s Attitude Toward Nation- 
ally Advertised Products,” which 
will include both those purchased 
for remanufacture or consump- 
tion by industry and for resale to 
the consumer, and W. M. Gordon, 
sales manager of the S. D. War- 
ren Company, on “A New Local 
Medium Through Standardiza- 
tion in Direct Mail Units.” 


C. G. McDonough 


SELDEN APPOINTS 
McDONOUGH 


G. McDONOUGH was ap- 

e pointed director of sales of 

the Selden Truck Corporation at 

a recent meeting of the officers of 

the company. He was formerly 

sales manager of the Kelly 

Springfield Truck and Bus Cor- 
poration. 
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- Business for the Remainder of 1927 Will Equal or Slightly 
Exceed That for the Fourth Quarter of 1926 


With the chance for a shortage in bituminous coal during the forthcoming winter removed by an 
adjustment between the operators and miners in the more important soft coal districts, the last 
major unfavorable element in the present business situation disappeared. All fundamental factors 
now point unmistakably to continued prosperity throughout the remainder of the present year. The 
present upward trend in both production and distribution will continue until near the end of the 
quarter, and while sales in most lines of business are not likely greatly to exceed the levels estab- 
lished during the same quarter in 1926, they are likewise not likely to be greatly below them. One 
reason for this is the continued weakness of commodity prices. While in recent weeks the general 
price level has shown a slight tendency to turn upward, there is little basis for the belief that this 
upward trend will be either very sharp or very long continued. The agricultural situation, taken in 
its entirety, is the most promising it has been in recent years.. Manufacturing is operating at or near 
capacity, and while increasing competition is making it more difficult for many producers to main- 
tain their normal profit margins, there is no tendency for inventories to increase greatly beyond 
current needs. Labor is generally employed at high wages, although jobs are becoming increas- 
ingly difficult to find in many industrial centers along the Lakes and in the north Atlantic states. 
Money is plentiful and while interest rates are likely to stiffen somewhat in the next thirty to forty- 
five days, legitimate business will experience no difficulty in obtaining all the funds it needs on very 
favorable terms. 


AKRON, OHIO been sold total more than $8,000,000. Based on present prices, 
Georgia will receive from 25,000,000 to 30,000,000 dollars more 
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Rubber manufacturers will produce 45,000, for its cotton crop than it did last year. Retail trade for the 


000 tires in 1927 according to leading pro- 


ducers. This compares with 40,000,000 in third quarter showing an increase of approximately 9 per cent 
1926, and 37,000,000 in 1925. Other manu- as compared with the same quarter in 1926, while wholesale 
facturers are operating at from 80 to 85 per grocery, dry goods and furniture firms showed an increase of 
cent capacity. The volume of retail trade about 3 per cent. Quotas in this section should be from 5 to 10 
in September shows an increase of one-half per cent higher than for the last quarter in 1926. 
of 1 per cent as compared with the same 
BS month a year ago and wholesalers an increase 
) of 2 per cent. Bank clearings for the last BALTIMORE, MARYLAND 
week in September showed a loss of 2.6 per 
cet as compared with the same week in 1926, but this loss is 
s ap- largely accounted for by lower prices. Bank clearings for the last week in September 
in total $105,637,000 as compared with $99,118,- 
" a a : 000 for the same week in 1926, an increase of 
on at ATLANTA, GEORGIA 6.6 per cent. Canners report that their pack 
rs ol he extent to which business has improved in this section is is from 10 to 15 per cent less than in 1926. 
nerly indicated by the fact that debits to individual accounts for the Manufacturing generally is prosperous, with 
Kelly last week in September were $36,160,000, as compared with $34,- most firms operating at from 75 to 85 per 
Cor- 606,000 for the same week in 1926. Bank clearings for the week cent capacity. W holesale and Tetail trade 
Were $62,539,322, an increase of 8 per cent over the same week were less in September than in the same 
4 year ago. Public improvements for which bonds have already month last year, but the volume of business is above normal, 


BIRMINGHAM, ALABAMA 


Iron and steel production which, during the third quarter, was 
somewhat less than for the same period a year ago, is now on 
an 80 to 85 per cent capacity basis. Bank clearings for the last 
week in September amounting to $31,662,000 were 19.1 per cent 
greater than they were for the same week in 1926. Wholesale 
trade in September showed a loss of 2 per cent as compared with 
the same month last year, while leading retailers say that sales 
at the end of the month were about the same as they were at 
the beginning of last quarter a year ago. 


BOSTON, MASSACHUSETTS 


Improved conditions in the Boston trading 
area are reflected in the debits to individual 
accounts which for the last week in September 
were $401,704,000 as compared with $394,002,- 
000, for the same week in 1926. Bank clear- 
ings for this Federal Reserve District, for the 
same week, were 3.2 per cent greater than 
they were for the same week last year. Shoe 
and leather manufacturers, fine textiles, woolen 
manufacturers and manufacturers of hard- 
ware specialties, report that business for the 
last quarter was equal to, or slightly better, 
than it was for the same quarter in 1926, and 
that prospects for the immediate future are more promising than 
they were a year ago. Volume of wholesale trade at the end of 
September was 1 per cent greater than it was at this time last 
year, while retail trade was around 1926 levels. 


BUFFALO, NEW YORK 


New construction continues to run ahead of the 1926 volume, the 
gain in September being approximately 4 per cent as compared 
with last September. Lake freight traffic this season has estab- 
lished new high records. Elevators in this section handled 130,- 
039,000 bushels of grain as against 94,084,000 bushels to the 
corresponding date last year. The agricultural situation is far 
better than it was at this time a year ago, and the farmers 
throughout this section will have large crops. Retail trade during 
the third quarter was 5 per cent greater than in 1926. Leading 
merchants expect a still further increase during the coming 
quarter. 


CHICAGO, ILLINOIS 


Bank clearings for the last week in Septem- 
ber were $666,278,000 as compared with 
$608,008,000 for the same week in 1926, a 
gain of 9.4 per cent. Debits to individual 
accounts for the Seventh Federal Reserve Dis- 
trict for the same week were $1,326,001,000 
as compared with $1,218,856,000 for the last 
week in September, 1926. New construction 
continues to exceed that of 1926, the gain in 
September amounting to 342 per cent. Com- 
modity prices in this market continue weak. 
A leading mail order house recently reduced 
the price on 33,000 items including clothing, 
dairy and poultry supplies, house furnishing, jewelry, drugs and 
cosmetics, the reduction averaging 6 per cent. The C. B. & Q. 
announce that it will spend $3,000,000 to improve its passenger 
yards in Chicago during the forthcoming year. 


CINCINNATI, OHIO 


Wholesale trade for the month of September and for the third 
quarter of this year as reported by leading houses averaged 2 
per cent greater than for similar periods the preceding year. 
New construction during the first six months of 1927 was 10 per 
cent greater than for the first six months of 1926. Factories in 
Cincinnati at the end of September, as reported by the Metal 
Trades Association, were operating 38 hours per week. Quotas 
for this district should average from 2 to 5 per cent higher than 
for the last quarter a year ago. 


CLEVELAND, OHIO 


Bank clearings for the eight leading cities in this Federal Reserve 
District for the last week in September amounted to $405,731,000 
as compared with $403,840,000 for the same week of the preced- 
ing year. Clearings in Cleveland for the same week were 9.4 
per cent greater than they were in 1926. Steel manufacturers 
in this district are operating at from 70 to 85 per cent capacity 
and report that orders on hand and prospects indicate that the 
business for the coming quarter will at least equal that of 1926, 


Retail trade at the end of September shows a gain of 1 per cent 
while the wholesalers report that their volume is slightly less 
than it was at this time a year ago, with the prospects about 
equally promising. ‘Total volume of new construction at this 
time is about 3 per cent greater than in 1926. Labor is generally 
well employed and agricultural prospects in northeastern Ohio 
are the most promising they have been in years. 


COLUMBUS, OHIO 


New construction in September was about 7 
per cent greater than in September, 1926. 
The volume of wholesale and retail trade at 
the beginning of the present month averaged 
2% per cent above that for the same period 
a year ago. Debits to individual aceounts for 
the last week in September were $35,212,000 
as compared with $31,674,000 for the same 
week in 1926. 


DALLAS, TEXAS 


Government estimates place the Texas cotton crop at 4,700,000 
bales, which is 37 per cent of the total American cotton crop. 
New construction for the year has amounted to 6,000,000 dollars, 
with the probability of its reaching 10,000,000 before the end 
of 1927. The volume of wholesale trade is reported to be from 
7 to 10 per cent better than at this time a year ago. 


DAYTON, OHIO 


Debits to individual accounts for the last week in September 
were $19,684,000 as compared with $18,448,000 for the preceding 
week. All important manufacturers are operating at a capacity 
basis, and the number of people employed full time is 2 per cent 
greater than it was on October 1, 1926. Seven leading retailers 
report that sales for the month just ended were 3 per cent less 
than for the same month in 1926, while the volume of wholesale 
trade for the same period was 1 per cent greater than for Sep- 
tember a year ago. 


DES MOINES, IOWA 


The long continued hot weather and the 
higher prices for agricultural products have 
done much to restore the prosperity of this 
district. This improved condition is reflected 
in the debits to individual accounts which for 
the last week in September were nearly one- 
half million dollars greater than for the same 
week in 1926. Wholesale and retail trade is 
increasing, the increase for the month just 
ended as compared with September, 1926, 
averaging 2 per cent. Quotas in this district 
should be at least 10 per cent higher than 
they were for the last quarter of last year. 


DETROIT, MICHIGAN 


Automobile manufacturers report that they shipped 2.2 per cent 
more cars in August than they did in the same month in 1926 
and that their business in September will show about the same 
percentage of increase over September of last year. The volume 
of wholesale and retail trade at the beginning of the present 
month as shown by check payments, was abeut 3 per cent less 
than at the beginning of October, 1926. Debits to individual 
accounts for the last week in September were $187,371,000, while 
for the preceding week they were $225,332,000. As compared 
with similar weeks of last year, debits show a decline of about 
5 per cent. The volume of new construction, due largely to the 
increased building of office and other business structures 18 
averaging approximately 6 per cent above a year ago. Employ- 
ment is increasing due to the increased operations at the Ford 
plant. 


FORT WORTH, TEXAS 


Debits to individual accounts for the last 
week in September were $27,900,000 as com- 
pared with $23,600,000 for the same week in 
1926. New construction for the third quarter 
shows a 12 per cent decline as compared with 
the same quarter a year ago. Agricultural 
conditions are better than last year and the 
total value of the Texas crop will exceed 
$1,000,000,000. 
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JACKSONVILLE, FLORIDA 


Four leading wholesale firms report that 
business in September was 8.7 per cent greater 
than it was in September, 1926. The volume 
of retail trade for the same months was 4 
per cent less than at the same time a year 
ago. Debits to individual accounts for the 
last week in September were $14,840,000 as 
compared with $18,144,000 for the same week 
a year ago. Conditions in this section are 
reported to be promising and the current sit- 
uation indicates that business should be‘ as 
good or slightly better than it was for~the 
last three months of 1926. 


HOUSTON, TEXAS 


Municipal improvements now under construction will cost $13,- 
000,000 and additional improvements to be started before the 
end of the year will amount to $7,000,000 more. Industries 
generally are operating at full capacity, while oil refineries 
report a decrease in employment during the last month of approx- 
imately 2 per cent. Volume of wholesale and retail trade for 
the month just ended as reported by leading dealers, averaged 
1.6 per cent above that of September, 1926. 


INDIANAPOLIS, INDIANA 


Agricultural prospects in this district are the best they have 
been in recent years. The farmers are expected to harvest a 
record corn crop. New construction declined somewhat during 
the third quarter of this year as compared with the third quarter 
of 1926, but total value for the year is expected to equal that of 
the preceding 12 months. Wholesale and retail trade at the 
beginning of October were approximately the same as that this 
time last year. 


MINNEAPOLIS, MINNESOTA 


The cash value of the wheat, rye, flax and potatoes sold in this 
district during August was more than $23,000,000, a 22 per cent 
increase over August a year ago. Retail merchandise stocks 
as reported by department stores at the end of August were 7 
per cent lower than they were at that time a year ago, while 
sales for September show an increase of 13 per cent as compared 
with September, 1926. Wholesale commodity prices at the be- 
ginning of October were approximately 2 per cent higher than 
they were at the end of August. Car loadings reported for the 
northwest district in August revealed a 29 per cent increase in 
grain and grain products as compared with August, 1926. 


MILWAUKEE, WISCONSIN 


Debits to individual accounts for the last week in September 
were $61,306,000 as compared with $66,292,000 for the same 
week in 1926. Bank clearings for the same week were $40,- 
828,254, an increase of 7.7 per cent as compared with the week 
ended September 24, 1926. Nine retailers reporting an increase 
in business for September of 5%, while wholesalers, representing 
leading lines, report an increase of 2% as compared with Sep- 
tember, 1926. Factories are operating at 80 to 85% capacity. 
Employment of full time workers is 1.6% higher at the begin- 
ning of October than it was at the same time the preceding year. 
The volume of new construction continues to show an increase 
over 1926, this increase amounting to 5.7 per cent for September 
as against September of a year ago. The agricultural districts 
are exceedingly prosperous and the value of Wisconsin crops 
Is estimated to be 25 per cent greater than in 1926. 


LOUISVILLE, KENTUCKY 


Bank clearings for the last week in Septem- 
ber were $33,035,224, a 6.2 per cent increase 
over the same week in 1926. Debits to indi- 
vidual accounts for the same week were 
$39,407,000 as compared with $41,099,000 for 
the same week a year ago. New construction 
in September was 2 per cent greater than for 
September, 1926, while the volume of whole- 
sale and retail trade during the first week in 
October was approximately 2% per cent 
greater than for the same week a year ago. 
Agricultural conditions indicate that the 
" farmers will harvest an unusually large crop. 
Business for the forthcoming quarter will average from 5 to 7 
Per cent above that for the last quarter a year ago. 


MEMPHIS, TENNESSEE 


That this district has largely recovered from 
the ‘effects of the flood and is again prosperous, 
is indicated by the fact that debits to individ- 
ual accounts, representing check payments for 
wages and merchandise for the last week in 
September amounted to $49,284,000 as com- 
pared with $41,234,000 for the preceding week 
and ‘$38,424,000 for the same week in 1926. 
Lumber mills are running at from 60 to 85 
per cent capacity and other industries at from 
80 to 85 per cent. Employment in September 
was less than in September, 1926, but the 
demand for labor is on the increase. 


LOS ANGELES, CALIFORNIA 


Construction of a $4,000,000 tire factory for the Goodrich Tire & 
Rubber Company, is under way, and this combined with the 
total for municipal improvements and private projects, makes 
the volume of new construction at the beginning of this quarter 
approximately the same as it was at this time in 1926. Bank 
clearings for the last week in September were 2.2 per cent greater 
than they were for the same week in 1926, while debits to indi- 
vidual accounts were $198,564,000 as compared with $193,729,- 
000 in the same week a year ago. It is estimated that the total 
value of the crop in this section will exceed that of last year by 
from 10 to 15 per cent. Wholesale and retail trade at the begin- 
ning of the quarter shows an increase of 1.5 per cent as com- 
pared with the same period in 1926. 


NASHVILLE, TENNESSEE 


New construction for the month of September 
was nearly 10 per cent larger than for the 
same month a year ago. Both wholesale and 
retail trade are in substantially larger vol- 
ume than at this time in 1926, shown by 
debits to individual accounts which for the 
last week in September were $20,676,000 as 
compared with $16,344,000 for the same week 
in 1926. An increase in the total value of 
agricultural. products is estimated by local 
factors to be approximately 10 per cent as 
compared to 1926. 


KANSAS CITY, MISSOURI 


The official forecast places the corn crop in this district for this 
year at 570,200,000 bushels, which is 267,526,000 bushels more 
than was produced in 1926. Department stores in this Federal 
Reserve District sold 10.7 per cent more goods in August than 
they did in the same month in 1926, while wholesalers for six 
lines report an increase of 7.1 per cent. This section is more 
prosperous than it has been at any time since 1919 and quotas 
should be set well above those for the fourth quarter of 1926. 


NEW YORK CITY, NEW YORK 


Debits to individual accounts for the last week in September 
were $7,848,126,000 as compared with $5,875,523,000. A part 
of this increase is accounted for by the tremendous activity in 
the securities market. Employment at the end of September was 
slightly greater than at the same time a year ago. New construc- 
tion during the same month was 6 per cent larger than in Sep- 
tember, 1926. Wholesalers report an average increase of 7 per 
cent in September as compared with the same month of the 
preceding. year, while retail volume for the same month was 
about 1 per cent greater than for September, 1926. 


OMAHA, NEBRASKA 


Gross agricultural revenue for this district, 
as estimated by the state statistician, will 
total $605,000,000 as compared with $415,- 
690,000 for 1926. The value of the corn crop 
alone is estimated at $124,000,000. The vol- 
ume of wholesale trade in September ranged 
from 10 to 15 per cent above September, 1926. 
Bank clearings for the last week in September 
were 1 per cent greater than for the same 
week a year ago. Retail trade in Omaha in 
September was about the same as a year - 
ago, while representative stores in agricultural communities re- 
ported an increase in sales ranging from 3 to 8 per cent. 


PHILADELPHIA, PENNSYLVANIA 


Bank clearings for the last week in Septem- 
ber were $539,000,000 as compared with 
$534,000,000 for the same week in 1926, an 
increase of approximately 1 per cent. Knit 
goods manufacturers report business as being 
about 2 per cent greater than it was last 
autumn. Representative wholesalers for Sep- 
tember report an increase of 1 per cent as 
compared with September a year ago, while 
the volume of retail trade for the same period 
was about equal to that of 1926. Steel and 
iron manufacturers are operating on a 70 
to 85 per cent capacity and the number of 
full time workers employed at the end of September was approx- 
imately 4 per cent less than for the same period last year. Pros- 
pects are that the volume of business in this district for the next 
quarter will about equal that of 1926. 


NEW ORLEANS, LOUISIANA 


Bank debits for the last week in September were $81,874,000 as 
compared with $84,713,000. The decline is a fair measure of 
the decrease in trade resulting from the spring floods. Agri- 
cultural conditions, however, indicate that the total value of 
the crops, with the exception of sugar, will be somewhat larger 
than it was a year ago and the prospects are that the volume 
of both wholesale and retail trade during the remainder of the 
present year will be approximately the same as it was a year 
ago. Building continues active and new construction in Sep- 
tember was 2 per cent larger than in September, 1926. 


ST. PAUL, MINNESOTA 


Prospects for fall business in St. Paul and vicinity are much 
more favorable than they were at this time a year ago. It is 
estimated that both wholesale and retail trade will average 10 
per cent more than it did in the last quarter of 1926. Debits 
to individual accounts for the week ended September 28, 1927, 
were $35,054,000 as compared with $33,719,000 for the same 
week last year. Bank clearings for the same week were $29,- 
429,000 as compared with $28,998,000 for the same week in 
1926, an increase of 1.5%. 


RICHMOND, VIRGINIA 


Debits to individual accounts in the twenty-three centers reporting 
in this Federal Reserve District for the week ended September 
28, 1927, weré $288,595,000 as compared with $295,789,000 for 
the same week in 1926. Debits to individual accounts in Rich- 
mond for the same week were $32,483,000 as compared with 
$35,035,000 for the last week in September a vear ago. Employ- 
ment shows a decline in September of 1 per cent as compared 
with September, 1926, and the volume of new construction for 
the same month as compared with September a year ago, shows 
a loss of 9 per cent. Industries are operating at 75 to 85 per 
cent capacity, and the volume of wholesale and retail trade is 
running around 1926 levels. Prospects for the remaining quarter 
are that the volume of business in this section will be from 5 
to 10 per cent under that of last year. 


PORTLAND, OREGON 


New construction in September shows a gain 
of 3 per cent over September, 1926, while the 
increase in wholesale and retail trade for the 
same months averaged 2.5% over September, 
1926, largely a reflection of prosperous agri- 
cultural conditions in this section. Bank 
clearings for the last week in September were 
$43,213,000 compared with $42,777,000 for 
the same week a year ago, an increase of 1%. 


ST. LOUIS, MISSOURI 


That the recent storm will not materially 
affect business this autumn, is indicated by 
the fact that retail sales for the week ended 
October 8 were normal for this season of the 
year. The total in damage to property is 
estimated at $10,000,000 to $15,000,000, and 
is confined to an older section that is less than 
one-tenth of the city’s area. Most of the 
loss was sustained by people of some means 
who can meet it without any undue strain on 
their personal resources. Shoe manufacturers 
report that sales for September were from 2 
to 5 per cent greater than for the same month 
last year. Bank clearings for the last week in September were 
$138,200,000 which is 3.9% less than they were for the same 
week a year ago. Continued warm weather during the past 
month insures a large crop of corn, tobacco and cotton, and it is 
estimated that the gross agricultural purchasing power in this 
area will be at least 20 per cent greater than in 1926. 


PITTSBURGH, PENNSYLVANIA 


Production of iron and steel for the month just ended shows an 
increase of 10 per cent as compared with the preceding month, 
but is somewhat less than for the same month in 1926. Orders 
on hand and in prospect by leading producers indicate that most 
steel mills will operate around 80 per cent capacity during the 
remainder of the quarter. Bank clearings for the last week in 
September was $172,116,000 which is about 7 per cent less than 
for the same week of last year. 


SPOKANE, WASHINGTON 


The total volume of new construction for 1927 will equal or 
slightly exceed that for 1926. Large projects now under way, 
or soon to be started, include a $1,300,000 theatre, the new 
Chronicle building, and a number of other office and business 
structures. Leading department stores for the month just ended 
report an increase in sales averaging 4 per cent as compared 
with September, 1926. Six important wholesalers report an aver- 
age increase of approximately 3 per cent with the grocers 
showing the largest gains. Leading merchants are of the opinion 
that business for the remainder of the quarter will exceed that 
for the last quarter of 1926. 


OKLAHOMA CITY, OKLAHOMA 


The wheat crop is estimated at 78,000,000 bushels as compared 
with 61,000,000 bushels for 1926. The Oklahoma cotton crop, 
according to September estimates, will total 1,172,000 bales. The 
production of crude oil in August is estimated at 25,820,000 bar- 
rels as compared with 14,802,000 for August, 1926. Wholesale 
and retail trade in September averaged 4 per cent above Sep- 
tember, 1926. 


SAN FRANCISCO, CALIFORNIA 


Total payrolls of industrial establishments in 
this district in September were approximately 
6 per cent below those of identical establish- 
ments a year ago. Labor demand, however, 
has been good due to increased activity in 
such lines as agricultural implements, millin- 
ery, brick, tile and glass and to the demands 
made by the lumbering and wheat growing 
districts. Wholesale trade in September was 
2% greater than for September, 1926, while 
the volume of retail trade as reported by 
leading department stores shows an increase 
of 5% as compared with September, 1926. ; 
Bank clearings for the last week in September were $201,296,000 
as compared with $186,395,000, an increase of 8%. 
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JOHNSON MOTOR 
FACTORY MOVES 


The Johnson Motor Company, Competition Bother You? | 


South Bend, Indiana, manufac- —" 
Competition Bother You? 


turers of outboard motors, will 
move to Waukegan, Illinois, and 
— production in the new plant will You will find a lot of mighty good ideas on how others are 
be under way about December 1. meeting competition in the Dartnell Survey of Competitive 
Advertising 1928 is being placed Trade Practices—the biggest six dollars worth of semi-con- 
by the Lamport, MacDonald fidential facts on how to overcome the vital problems of com- 
Company of South Bend. petitive selling ever offered. More than 10,000 copies have 
been sold. More than $25,000 spent to gather the information 
you get for $6.00 — including the loose-leaf binder, indexes, 
and contents. Get it on approval. 


THE DARTNELL CORPORATION 
4660 Ravenswood Avenue CHICAGO 


lhe Dearborn Advertising 
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of the Trackson Company of Mil- 
Waukee, beginning with the Oc- 
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THE PARTY LINE 


Hot Data from Washington 


HE Domestic Commerce Division of 

the Bureau of Foreign and Domestic 
Commerce, with the usual becoming 
modesty of a publicity-avoiding servant 
of the people, announces that they are 
now engaged in making market surveys, 
covering all the principal trade sub- 
divisions of the United States, and that 
the first one, on the Southeastern states, 
will soon be off the presses. 

These surveys it is announced, will be 
startling compilations of such completely 
new facts as that in topography and 
climate, South Carolina is totally differ- 
ent from Iowa and Texas, although the 
people of both sections are engaged in 
agricultural pursuits. It is claimed by 
these erudite gentlemen of commercial 
research that they have even at this early 
date, discovered that most of the agri- 
cultural work in the south is done by 
negro tenant farmers, and that the 
plantation stores act as the bankers for 
these people by selling them supplies on 
one to three years credit. The work of 
the bureau is promising. In four or five 
years they may discover that Gary is a 
steel center, that organized agriculture 
has supplanted the free ranges in the west, 
and that the settlers in Wyoming are no 
longer menaced by hostile Indian tribes. 

Perhaps, though, we are too opti- 
mistic. It must be confessed the writings 
of Dr. Julius Klein, and the work of his 
bureau in the past, would discourage any 
one but a confirmed optimist. 
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Wanted: A Mattress for a 
Villa in Finland 


AUL T. THORWALL, a good Dart- 

nell subscriber who lives in Helsing- 
fors, Finland, sends an S. O. S. across the 
sea. “I remember having read, perhaps a 
year ago,” he says, “about a firm that spe- 
cialized in the manufacture of mattresses. 
The description of the good points of this 
mattress was so tempting that now, when 
I and a friend of mine need some for our 
villas, we seriously intend to obtain Ameri- 
can-made mattresses of the kind described. 
I remember that the manufacturer, to show 
the durability of the springs in the mat- 
tress, had a steam road roller go over the 
mattress several times and the mattress 
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was not much the worse after this. Can 
you put me in touch with this firm?” 

First of all, is the sponsor of this mat- 
tress in the audience? Mr, Thorwall adds 
that if he can’t find this particular con- 
cern, he would like to hear from one or 
two other reliable firms who make a really 
first-rate mattress. Mr. Thorwall’s address 
is Kammiogatan 9. 

This letter is a most interesting lesson 
in selling, demonstrating as it does, the 
profound impression which can be made 
on possible buyers through the use of an 
action-demonstration. More than a year 
later this sales message lingered in this 
buyer’s mind—and he comes half-way 
around the world seeking the company 
that makes this particular mattress! 
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Monkey Wrenches in the 
‘*Cycle’’ Machinery 


CCORDING to the National Indus- 

trial Conference Board, the value of 
the dollar, as expressed in terms of staple 
commodities, is steadily rising. In July 
it was worth 61.7 cents, as compared with 
its par value of 1914, having climbed 
from a low mark of 48.9 cents in July, 
1920. This means obviously enough, 
lower prices, which ought to be followed 
(according to the orthodox theory of eco- 
nomics) by lower wages, resulting in de- 
creased purchasing power, curtailment of 
production, and the familiar chain of cir- 
cumstances that make up what is known 
as a “business cycle.” 

It appears however, that some of the 
prophets are sadly disconcerted by reason 
of the fact that wages are not performing 
according to schedule. In place of com- 
ing down, they are being rather generally 
sustained, and the purchasing power of 
the market is increasing rather than 
taking the opposite course. The increased 
value of the dollar is going into the pock- 
ets of the wage-earner, instead of being 
offset by a decrease in the number of 
dollars that he gets, and his purchasing 
power thereby tends to grow. This is a 
proceeding entirely at variance with what 
we have been taught to expect as the 
normal course of events, and there is at 
least a fair possibility that the expected 
“business cycle” is not going to come off 
as per specifications. 

It is even possible that the orthodox 
economic theory may itself have to be 


revised somewhat in order to get abreast 
of current industrial practice. As an edi- 
torial writer in the New York Herald- 
Tribune points out, the orthodox theory of 
business cycles was based upon conditions 
that have very largely disappeared; where 
the great majority of the people were en- 
gaged in production, on a small-unit basis, 
and the reservoirs of surplus capital were 
mainly in the hands of those who were 
primarily money-lenders. Any reduction 
in prices was felt immediately and directly 
by the small-unit producer. Today, how- 
ever, the great majority of the people are 
wage-earners, and surplus capital is in- 
vested in large production units rather 
than in money-lending enterprises. 

“It is the spread of mass production and 
its spirit of increased efficiency in indus- 
try, and to a less extent in agriculture, 
that are both depressing prices and sup- 
porting wages. The introduction of the 
automatic machine, the enlargement of the 
producing unit, are lowering the cost of 
production per commodity at the same 
time that they are increasing the quantity 
of production per worker, and by the 
same token, his wages. And, of course, 
the higher the wages the greater the pos- 
sibility of mass production, and the lower 
therefore the prices (or the greater the 
value of the dollar.) This might be 
called a benevolent circle. Long may tt 


revolve!” 


Quick, Watson, the 
Adhesive! 


aa: of carrots and an embla- 
zoned plaque for the mantlepiece to 
the advertising man who buys a page In 
color in the Post to advocate the use of 
B. & B. adhesive tape for “holding up 
strapless evening gowns.” Oh tempora, 
oh mores, oh advertising! Messy on warm 
evenings, we’d think. : 
Our . suggestion is that while were 
spending the money anyway, we adver- 
tise it also for holding up socks and put 
the Paris folks plumb out of business. 
The same product thus spoken of 0 
highly for preventing the loss of chiffons 
at dinner parties and in the ball room 's 
also recommended for “holding back baby’s 
ears.” May we add, why not also use it 
for baby’s mouth to keep the infant from 
squalling in the mirk midnight? ay 
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O REACH the man in the 
front office of the most 
successful printing establish- 
ments and his best customers 
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What isWrong 
With Your 


Southern Sales? 


This Survey, 
FREE for 
the Asking, 
May Show 
You 


HIRTEEN MILLION CONSUMERS 

are located in the six southeastern states, 
of which Spartanburg is the logical trading 
center. ‘ 

How do your sales volume and selling costs 
for this section compare with your records 
for territories nearer home containing the 
same population? This survey may show 
how you can make your sales - per - thousand- 
consumers in the South match your “home 
territory”’ records. 


Seen es CAROLINA 
Ee e Se 


Close Touch with 13,000,000 
Consumers 


Twenty of the country’s largest concerns 
have located branches in Spartanburg. 

They have found that southern merchants 
and industrial consumers favor those who 
thus become “home folks’ by soliciting 
through southern salesmen and shipping from 
a southern branch. 

The increase in their sales volume and 
decrease in selling costs, effected by their 
move to Spartanburg, would probably be a 
revelation to you. 


Concentrate where 
Business is Good 


If you have watched closely the business- 
conditions maps you must have noted that 
while business in your own and other sections 
may fluctuate from ‘‘good”’ to ‘‘poor,’’ the 
Spartanburg area has shown “‘good condi- 
tions’ for years. Fat pocket-books will 
surround your Spartanburg branch. 


Get All the Facts 


Write, on your business stationery, today, 
for copy of the ‘‘Marketing Survey of the 
Spartanburg Trading Area.”’ It may disclose 
sales possibilities more favorable than you 
ever suspected. This investigation costs you 
nothing. Write today. 


INDUSTRIAL CoMMISSIGN 
OF THE CHAMBER OF COMMERCE 
1300 Montgomery Bldg. - Spartanburg, S.C. 


(\_N The Hub City of the Southeast’ 
SOUTH 
CAROLINA 


MARKET: In the heart of the great Southeast—a 
market of 13,000,000 people with real buying power. 
TRANSPORTATION: Two trunk lines to the Mid- 
dle West—two to the Atlantic Coast—on the main 
line of the Southern Railroad from New York to New 
Orleans. 

TRAVELING: Thirty-three passenger trains in and 
out of the city every twenty-four hours. A network of 
bus lines covering the state. Large, modern hotels 
everywhere. 

AIR MAIL: Regular stop on U. S. Postal Air Mail 
Route, six hours to New York. 

PRESTIGE: A progressive, well-known city—at 
present used as a Southern Distributing Center by 
more than a score of national manufacturers. 


The kind of box a woman 

loves to buy. French soap— 

presented in a pink and silver 
“ensemble.” 


the far right in the group is a 
basket of Chinese Jasmine tea. It 
measures about three and three- 
quarter inches across and three 
and one-half inches high, for a 
quarter pound package.  Cer- 
tainly nothing could be more 
thoroughly in keeping with the 
Far-Eastern spirit of the product 
than such a method of packing; 
the basket is woven of bright 
green grass, and is lined with 
paper in bright oriental red. The 
label is merely tied on top with 
red and white twine which is se- 
curely bound around all sides of 
the basket. The inner package is 
a bag of brilliant gold paper, 
folded into a pin-wheel on top; 
within this is still another bag 
of tissue paper. By way of a 
dainty touch to the product, a 
few dried orange blossoms are 
mixed with the dark tea leaves. 
This, I think you will agree, is 
nothing less than stage-setting. 
It’s hocus-pocus to get you all ex- 
cited about the tea you are going 
to brew from the leaves inside— 
and it works. By the time you 
get down to the last bag you are 


ready to think of tea as nectar for 
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Package Ideas That Hail 
From Overseas 


(Continued from page 656) 


the gods on Olympus, and you'll 
be all set to enjoy the really ex- 
cellent drink the Chinese mer- 
chant has given you. See also, 
how the fragrance of the orange 
blossoms added to that of the tea, 
is a device designed to work on 
your sense of smell in addition to 
the impressions created through 
your sense of sight. 

Another Chinese tea house 
puts its product up in the freak- 
ish tin you see pictured second 
from the left. The illustrations 
on the tin are typical bits of ori- 
ental art. A round label with a 
flower design is stuck on the top 
and the can wears a unique little 
paper collar in red and white 
with paper fringe. You can see 
from the picture how the red 
paper is cut through in tiny ster 
cils with the white showing 
through—a reflection of the east 
erner’s habit of putting minute 
workmanship on everything he 
makes. The top of the can un 
screws, and two criss-cross strips 
of paper with red Chinese letter 
ing finish the inner portion of the 
package. 
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The can of Russian tea (fourth 
from the left) has a hinged top. 
Brocaded paper with dainty flow- 
er and fan designs in what looks 
like enamel, on a background of 
faint yellow hue, turns to bright 
gold when it appears over the 
foil wrap beneath it. Gold cord 
ties the package, and a round of 
gold sealing wax secures the 
ends. The insignia molded into 
the wax says “Kusmi T.” Under- 
neath the wax tab is a red and 
gold seal. 


Package Showmanship 


The box pictured immediately 
behind the Russian tea can is a 
package of orange blossom tea 
balls. Through the glassine 
wrapper a bright orange colored 
box is visible, tied with orange 
and yellow paper ribbon; through 
the knot is thrust a wax orange 
blossom with several green 
leaves. The tea balls are fash- 
ioned of fine white net instead of 
the usual cheesecloth, and tied 
with white cords which are fin- 
ished with bright colored beads 
and silk tossels. The beads are 
orange and green to carry out the 
color scheme of the package as 
a whole. 


Even the common match may 
take on a new glory when it is 
made and packed as one German 
manufacturer does it. At a din- 
ner which the writer attended re- 
cently, the hostess served at the 
table, with the cigarettes, small 
cylindrical match boxes of glazed 
finish, which were decorated with 
toy-like figures in gay flat colors. 
The top of the box was a piece of 
emery paper for ignition. And 
the matches themselves had heads 
of red, orange, green, purple, yel- 
low. The packages were so at- 
tractive that a number of guests 
commented on them and asked 
Where they could be purchased. 
And the hostess was just a little 
pleased to think she had discov- 
ered something so unusual for 
her table. Perhaps there is some 
significance in the fact that when 
We tried to buy one of the boxes 
to be photographed for this arti- 
cle, the dealer had sold out! His 
comment was that these packages 
had become very popular for 


bridge teas and other party oc- 
casions, 


Right in the Middle 
of the Contest 


HOOPS! Top Man going strong—cocky as can be. 
Working like sixty. Knows that prize is his—that’s 
all there is to it. 
But where there are a few near the top, there are plenty 
salesmen, way down, out of the running. Down in the 
mouth. The Contest doesn’t mean a thing in their lives. 


That’s a true picture of many sales contests. The remedy? 
Easy. Reward the leaders with a special prize to foster 
competition. BUT—also offer each man a definite prize for 
definite accomplishment. You get the whole force working 
at “Contest Pitch” right to the end. You get increased 
production all around. You give awards to each man, only 
for his share of that increase. All’s sweet—and contests 
begin to be popular with the whole force. 


For Prizes—give standard merchandise 


Let each man (and his wife) pick the award he wants to 
work for. Our illustrated catalog will make their eyes light 
up with desire. In merchandise you can give prizes of 
greater value at the same cost—our discount gives you a 
wide margin to play with. We keep a complete stock at 
all times—ready to ship on order, direct to the prize 
winner. 


Ours is a service that makes contests produce more action 
— and takes the details of prizes off your hands. 


The Premium Service Co., Inc. 


9 West 18th St. New York City 
HOT OFF THE PRESS! ; el 
Some mighty helpful “slants” on 1927 contest methods aes THE 

will be found in our new booklet—“The —_--- — — — 
Backbone of Sales Contests.” The ow aul 9 West 18th St.-N. y. C. 
. coupon brings it, together i Send me FREE, your booklet 
with a specimen ee oat “The Backbone of Sales Contests.” 

catalog. 5 ig —and a specimen catalog of prizes. 
Pe NAME TITER sce 
pigtail ia innate asa cae 

ADDRESS 
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a 4 W.F. Silbersack 


| Sales Manager of the A. S. Boyle 
Company, manufacturers of Old 
English Wax, declares that The 
Dictaphone makes it infinitely 
easier for him to maintain close 
liaison with his sales force 


SS a 


“Tl not be bound by a schedule—” 


“That’s reason enough for preferring The Dictaphone. I can dic- 
tate between interruptions —in my office or at my home.” 


You can profit by this Sales Manager’s 
experience. Note well what he says. 
Then mail the coupon — today. 


‘Our business is too complex and too 
human to be run in routine fashion. Time 
is nearly always limited. One must snatch 
opportunities for dictation between inter- 
ruptions. That’s one reason why The 
Dictaphone is invaluable.”’ 

These words from W. F. Silbersack, 
go to the root of a problem faced by most 
executives. Mark how it’s solved: 

“IT spend one-third of my time in the 
field with salesmen. I must be free to go 
to their assistance instantly. Often that 
means unloading my desk in a hurry. The 
Dictaphone then helps me answer letters; 
and takes instructions as rapidly as I 
wish, and as no other method could. 

‘I write every one of my salesmen regu- 
larly from 2 to 10 letters a week, some 
dictated to my office Dictaphone and 
others to my second Dictaphone at home. 
That's how I keep up to date and knit 
my sales-force closely together. 

“My Dictaphones prove especially 
valuable when my secretary is away. 
I'm not slowed down by a strange ste- 
nographer. Some other girl in the office 


can readily transcribe my records.” 

Florence K. Rubeck, Secretary to Mr. 
Silbersack, declares, ‘‘The Dictaphone 
leaves me free to keep track of our heavy 
correspondenceand toassist Mr. Silbersack 
in numerous other ways. 

“Tf I had to waste half my time in tak- 
ing shorthand, it would be impossible for 
me to handle this much more important 
and interesting work or to earn nearly so 
good a salary.” 


Florence K. Rubeck 


Secretary to Mr. Silbersack, thanks The Dic- 
taphone for enabling her to do much more re- 
munerative work than taking shorthand notes 


DICTATE To THE DICTAPAUNE 


and double your ability to get things done 


What’s Wrong ‘a | MAIL WITH YOUR LETTERHEAD |- -- 


With Shorthand? 


Secretaries say :— 


‘He talks so fast, 1 ti be getting 
writer's cramp soon.”* 


“I'm nothing but a bell-hop. ° 
‘Yes, Ido mind staying |are. 
‘Those awful waits while he chats 


| 
| 
**No one else can read my notes." | 
| 
over the phone. | 

1 


Dictaphone Sales Corp., 154 Nassau St., New York City 


O) Please notify your nearest office to let me try the New Model 
10 without obligation. 


{ 
! 
O I want to read what leading executives or secretaries say 
about increasing their ability with The Dictaphone. Mail me | 
FREE copy of your booklet, ‘‘What’s Wrong with Shorthand?"’ | 
| 


Tama Secretary Q Executive (Check One) 


For Canadian inquiries address Dictaphone Sales Corp., Ltd., 33 Melinda St., Toronto, Canada 


That’s enough! I'll show him SM-7 World-Wide Organization— London, Paris, Brussels, Sydney, Shanghai, etc. 
Uses SUT Or Wann is — Bi es sce ic Si i Sis anes ees, lees» | a as es fa oat 
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Now contrast the treatment of 
some of these packages with the 
treatment accorded parallel qual- 
ity products by even the best 
American concerns. 


We examined seven boxes of 
biscuits, for instance, and found 
that a glassine wrapper on the 
outside, plus a border of lace 
paper on the inside of a tin, were 
about the only gestures made by 
the American manufacturer to 
convey to the buying world the 
impression that his biscuits were 
top-quality. If we don’t look to 
our packages, our foreign com- 
petitors may take a profitable 
slice of American quality busi- 
ness out of our very fingers, im- 
port duties, higher prices and all. 
And largely because they’re bet- 
ter showmen than we are. 


IMPORTS UP DURING 
AUGUST 


MPORTS increased and ex- 

ports decreased in the United 
States during the month of Au- 
gust, largely due to the lessened 
buying of Great Britain, accord- 
ing to Department of Commerce 
figures. 

The figures show that Great 
Britain’s imports from America 
in August amounted to $57,077,- 
411, as compared with $73,480,752 
for the same period in 1926. Ex- 
ports from the United States to 
the whole of Europe were valued 
at $167,690,101 for August this 
year, against $186,039,949 for Au- 
gust, 1926. Imports from Europe 
covering the same period were 


$110,204,796, against $105,873,027. 


TWO NEW ACCOUNTS 
FOR RANKIN 


HE Wm. H. Rankin Com- 

pany has been selected as ad- 
vertising and _ merchandising 
counselor for the Hospital Supply 
Company, of Cleveland, Ohio, and 
will shortly run a test campaign 
in newspapers in New York State 
and Ohio territory for that com- 
pany. 

Another new account of the 
Rankin Company is that of the 
Silz Packing Company, of New 
York City . 
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TRAILING A GANG OF | 
COUNTERFEITERS 
(Continued from page 648) 


In the end the company gets pos- 
session of the counterfeit articles, 
but they are valueless. It is im- 
possible to arrest and convict 
anyone under the trade-mark laws 
and so the manufacturer must 
resort to state laws, some of 
which are good and have teeth 
in them, while others are innoc- 
uous. 

“Judging by the number of re- 
quests we have had from manu- 
facturers all over the country for 
information as to how we pro- 
ceeded, there is not only a wide 
spread interest in effective means 
to combat trade-mark counter- 
feiting but apparently the course 
of action is little understood. 
What is needed is an effective 
federal law. That need is urgent, 
for with the wholesale counter- 
feiting of liquor labels, the temp- 
tation to counterfeit well-known 
trade-marks that represent great 
values is strong. Many large 
firms are suffering at the hands 
of these counterfeiters. Perhaps 
many of them can trace certain 
sales weaknesses to the inroads 
made by counterfeit products.” 


SMITH ADDRESSES 
RESEARCH COUNCIL 


N a meeting of the Market 
Research Council October 
14, the topic for discussion was 
“Market Research as Applied to 
Trading Areas.” The speaker 
was Everett R. Smith, advertising 
manager of the [Tuller Brush 
Company and chairman of the re- 
search committee of the Associa- 
tion of National Advertisers. Mr. 
Smith outlined the plans of the 
A.N.A. in regard to this subject. 


A new advertising agency has 
been established at Worcester, 
Massachusetts. It is known as 
the Rule-Williams agencv and 
has in its partnership, E. W. 
Rule, for the past ten years ad- 
vertising manager of the C. T. 
Sherer Company, and Otis Car! 
Williams, formerly in charge of 
national advertising for the Wor- 
cester Telegram-Gasette. 
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“The coffee set's 
just wonderful, 
dear, and next 
month youll 
work for the 
beaded bag, 
won't your’” 


It’s the Merchandise Prize 


that makes the big hit at home! 


Merchandise prizes in your Sales Contest make a 
powerful appeal to the folks at home. They’re 
doubly attractive when they’re bought from us, at 
Dealers’ Prices, for you can give from 25 to 40% 
more Real Value than Mrs. Salesman could get on 
the open market with the same amount of cash. 


37 South Wabash Avenue : : 


Use Our Merchandise Prize Folders 


Our six-page letterhead-size Merchandise 
Prize Folder shows and describes 57 articles 
of proven worth as Contest Prizes—just the 
right number for the best results. The items 
range in average price to you from $1.50 to 
$25.00, but to your salesmen they are 
worth from 25 to 40% more. 


No Charge 


Now ready for immediate delivery, the Folders 
are Free to you in any reasonable quantity, ready 
for you toimprint with your own nameand copy 
as indicated. Your onlytask is to decide the basis 
upon which the.various articles will be awarded, 
and of course that is never the same in any two 
concerns. 


\ 1 Merchandise Prize Folders will increase 
\ * the REAL VALUE of your prizes from 25 
\ to 40%, at no added cost to you. 
\ 2 Merchandise Prize Folders will eliminate 
* the bother, expense and time required in 
preparing a special prize bulletin yourself. 
Merchandise Prize Folders will fit your 
* business as if they had been especially de- 
signed for italone. Adaptability is one of 
their chief virtues. 


MAY & MALONE, INc. 


WHOLESALE DEALERS 
CHICAGO 


Use the Coupon to get a sample and complete information 


SM 
May & Malone, Inc. 
37 So. Wabash Ave., Chicago, IIl. Date____ 


Please send me a sample of your Merchandize Prize Folder, and 
complete information as to its use in conducting Sales Contests. 


Name of Sales Manager—— a a ee 


Name of Company—— ees er ee 
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Of Bridgeport prosperity where 
business is always good — where 
people find steady employment 
at high wages and who earn an 
annual pay roll of $84,000,000. 


Most of these people live in 
their own homes, or two-family 
homes. They live well, spend 
freely and manage to save con- 
siderable, as shown by the $123,- 
000,000 deposited in the banks. 
They represent a tremendous 
purchasing power. 


The POST-TELEGRAM en- 
ters the homes that constitute 
Bridgeport’s buying force and 
can be profitably employed by 
advertisers of the every day 
commodities. 


For complete coverage at one 
cost, the 


Bridgcport 


Connecticut 


Post 
TeleSram 


with a combined circulation of 
44,446 copies daily, represents 
the advertiser’s best investment. 


National Representatives 
GILMAN, NICOLL & RUTHMAN 


New York, Boston, Chicago, 
San Francisco 
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that attitude. I have seen the 
greatest revolution made in sell- 
ing organizations where it cost no 
more to make the sale, where the 
total amount of sales expenditure 
was no greater. In order to make 
a man progress and feel his prog- 
ress he must see what he is 
aiming for; therefore I like to see 
plans made, the future mapped 
out both for the individual man 
and the business. 


“This idea of having a sales 
manager say “You make good and 
leave the future to me’ doesn’t ap- 
peal to the strong salesman. He 
Says, very properly, to the sales 
manager, “You make good and 
leave my future to me.’ Another 
thing that the salesman will ex- 
pect as compensation is his educa- 
tion. I have seen sales managers 
who were great teachers, because 
they were great leaders. I have 
one in mind now who accom- 
plished great results because he 
had the capacity to teach, which 
is nothing more or less than the 
capacity to sell; and he sold his 
salesmen on the product, on the 
business and on himself. 


Lemons on the Sales Force 


“You can not tell anything 
about a salesman unless you 
know all about his territory, and 
you can not tell much about either 
until you know what the product 
means to the men to whom you 
wish to sell it. 

“Theories are the blueprints of 
action. Some of us used to build 
our own houses, but not many of 
us would care to live in them to- 
day. One of the difficulties with 
the untrained, practical man is 
that he objects to theory. In the 
first place he objects because he 
doesn’t know what theory is. In 
the second place because, being a 
bad picker of theories, he gener- 
ally blames his failure on the 
theory. 

“Tf you don’t know the differ- 
ence between a lemon and a peach 
in selecting a salesman, don’t rise 


MANAGEM™MERT, @ 
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Salesmen’s Compensation 
Plans and Methods 


(Continued from page 674) 


up in the next meeting and spout 
a tirade about the lemons among 
salesmen. No lemons have got 
on a sales force except through a 
sales manager who didn’t know 
the difference between a lemon 
and a peach. A poor selling or- 
ganization has one cause: look in 
the mirror! 


“What is the man’s monetary 
ambition? There are lots of $25,- 
000 men holding down $5,000 
territories. It is important to 
find a man’s financial limit. I 
know a firm that raised the com- 
mission of a number of its sales- 
men for the purpose of increasing 
their production. It decreased it. 
The salesmen were perfectly sat- 
isfied with the amount of money 
they made. They figured that 
$3,500 a year was about right. 
When they got bigger commis- 
sions they sold less machines. A 
man never will go higher than his 
aim. 


The Fighting Instinct 


“The will is run by sentiment. 
Most of us condemn a man with- 
out knowing anything about him. 
We will back our faiths more than 
we will back our knowledge. No- 
body has ever returned from 
heaven to tell us what was there, 
yet thousands have died for their 
faith in the idea that there was 
such a place. The thing for a 
sales manager to do is to arouse 
the fighting instinct. A man will 
do more for his faith than he will 
for his facts. Think it over! 


“A salesman will do more for 
a leather medal than he will for 
a $10,000 bill. He will do more 
for ‘recognition’ than he will for 
a raise of salary. Half the time 
a raise in salary is only a ‘recog- 
nition’ in the minds of the sales- 
men. We are all salesmen. The 
reason we are here is twofold. 
You come here to get facts— 
experiences. You get by giving. 
You like to be recognized by the 
fellow across the table as a man 
of brains and capacity. You like 
9 37 
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his approval. So do salesmen. 
We are just discovering that hu- 
man nature is the greatest thing 
in business, and the greatest thing 
in a salesman is that he is a man. 

“The majority of sales mana- 
gers don’t sell their own men. 
They don’t know how. They are 
ignorant of the fundamental 
thing — that a salesman who isn’t 
sold isn’t a salesman. He is a 
liability, not an asset. You have 
got to sell him on yourself, the 
product and the house. You are 
his leader. You are his captain. 
He must be with you to the last 
trench. I know one man who has 
this capacity above all others. 
He is emotional; he is square; he 
is sympathetic. The mechanics 
of what he does is simple; but it 
is his heart. 

“The reason why so many 
houses have salesmen who put it 
over on them is because these 
same houses are trying to put it 
over on the customer. The sales 
manager who has trouble in 
teaching his salesmen is generally 
a man who hasn’t learned all of 
salesmanship himself. The sales 
manager who manages the man 
part of it can afford to let the 
sales part of it take care of itself. 
There is a fanciful definition of 
the word ‘manager’ that might 
be considered : man-ager-—-devel- 
oper of men. 


A Progressive Bonus System 


“I see here a mention of the 
‘bonus system.’ I say that a con- 
cern has a right to know all about 
what its men do with their money. 
The sales development is a par- 
ticular game. I like to see a 
progressive bonus like that used 
in some factories. A man has to 
have enough to live on, and that 
depends on the average rate of 
living in the business and what 
the man has been used to. The 
rate of living in a specialty is 
higher than the average rate of 
living in an ordinary line of busi- 
ness. As a general rule it doesn’t 
pay to reduce a man in his living 
expenditure. I have seen the 
Proposition work out where a man 
had a quota which was equitably 
based on the production capacity 
ot the territory. If he made 80 
per cent of his quota he made his 
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wages; if he made 90 per cent of 
his quota he got 10 per cent bo- 
nus; if he made 100 per cent of 
his quota he got 20 per cent 
bonus. All men who had been 
bonus men for six months or more 
received a division of the profits 
from their territories. This in- 
sured relatively high efficiency. 

“As a good method for produc- 
ing incentive I believe in a man 
working against himself — his 
own best previous record, with 
his best previous record as his 
efficiency basis. Then get him 
to play games with others by 
comparing his efficiency percent- 
ages with theirs. I am a great 
believer in the ‘game’ idea, be- 
cause we are most of us boys at 
heart. 


Bringing Up the Tail-Ender 


“If you put in a quota basis, 
sell the salesman on his quota. If 
you can’t do that, don’t put it in, 
because you don’t know enough 
about the territory, its sales 
capacity, etc., to intelligently plan 
the quota. 

“The sales manager’s job is to 
bring up the tail-enders. The 
constant temptation among sales 
managers is to pat the star per- 
formers on the back, make them 
believe they are the really big 
thing, the most important people, 
when as a matter of fact if you 
eliminated the tail-enders and the 
star performers and took what 
was between — the average sales- 
men— you would find that the 
real business depended on them. 
The most important thing is to 
increase the proportion of aver- 
age men, who maintain that 
steady, persistent, normal rate of 


- increase of the business and who 


can be counted on, month’ by 
month, to produce just so much. 
The only use of the star men is 
to make up for the tail-enders’ 
failures, and you don’t make tail- 
enders average men by bluff and 
bunk. It requires hard work, 


thought, care — which all means |’ 


the educational process.” 


(Editor’s Note: Mr. Hoyt will continue 
his discussion of the subject of salesmen’s 
compensation in the October 29 issue of 
SALES MANAGEMENT, citing cases of some 
of the successful compensation methods 
that are used by nationally-known com- 
panies and detailing the actual application 
of one plan to a specific industry.) 
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SEND FOR FREE PENCIL 


Advertising that 
gets orders! 


This is one reason why so 
many firms are using im- 
printed Eversharps. A few 


others are— 


DIRECT: 


No matter who your custom- 
. fs or prospectsare, or where, 
you can reach them with im- 
printed Eversharps, by mail 
or through your salesmen. 


PERSONAL: 


They are practical articles of 
personal use, appealing to 
everyone, and render a serv- 
ice that is appreciated. 


EFFECTIVE: 


Used a dozen times a day they 
give Epos advertising “pre- 
erred position.” There is no 
chance to forget you. Their 
effectiveness in actually in- 
creasing business is being ex- 
perienced by scores of firms. 


LONG LASTING: 


Re-fill leads and erasers can 
be secured at practicallyevery 
drug, stationery, jewelry, and 
department store, lengthen- 
ing the life of the pencils for 
years. Yout advertising in- 
vestment is conserved. 


INEXPENSIVE: 


For only 31c per customer 
you can reach a thousand buy- 
ers evety day for two years or 
more. Figure out what this is 
per day. at 
Some of Eversharp’s. 
ma ny uses ’ 
Advertising Specialties 
Sales Contest Prizes 
Premiums + Souvenirs 


Holiday Remembrances 
Office Equipment 
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Order your holiday 
remembrances now! 


EP wee { A sample Eversharp will be sent to } a 


executives in exchange for this coupon 


Advertising Specialty Dept. 
THE WAHL COMPANY 
1800 Roscoe Street, Chicago, Ill. 


Mail me a sample Eversharp and some informa- 
tion about its advertising possibilities. 


Company 


Street 


City and State 
$¥-1027 
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Friendly One of the reasons why this coun- 
Competitors try is destined to great commercial 

success is the growing realization 
among our manufacturers that clean competition 
makes for more business, and that cut throat com- 
petition is all damfoolishness. An excellent illus- 
tration of the American attitude is found in a recent 
meeting of fountain pen manufacturers, all keen 
competitors, who met and coolly discussed problems 
which have been depressing the profits in that busi- 
ness. The meeting was called by George S. Parker 
of Janesville, Wisconsin, who extended the invita- 
tion to his competitors, and it is a tribute to Mr. 
Parker that nearly all of them accepted. The Bu- 
reau of Domestic Commerce has also done a great 
deal along these same ‘lines. Dartnell has arranged 
a number of such meetings. So have trade associa- 
tions. The interesting point about the fountain pen 
manufacturers’ conference is that it was called on 
their own initiative and held under their own 
auspices. . 


Sales Organizations One of the big oil com- 


That Are Thin at panies, faced with the most 
the Top difficult sales situation of 


its lifetime, is about to re- 
organize its entire sales organization. Like a great 
many other concerns, this great company has fol- 
lowed the line of least resistance in building up its 
sales force. As new branches have been opened, 
some salesman from the territory was appointed 
branch manager. When enough branches were 
opened to form a division, one of the branch man- 
agers was drafted for the newly created position of 
division manager. And when the growing organi- 
zation required more supervision from the home 
office, a division manager was called to the post. 

This method of organization, while possessing the 
virtue of promoting the deserving men from the 
ranks, has resulted in practically every sales execu- 
tive position at the home office being filled by a 
graduate salesman. When the oil business was 
booming the organization functioned smoothly. The 
selling instinct was dominant. But when the boom 
collapsed old methods no longer sufficed to get the 
business. The organization found itself handi- 
capped by not having on its administrative staff 
men with a broad sales background. They had 
plenty of workmen, but no engineers. Now the 
management is scurrying about trying to find top 
executives who can think along new lines, and 
whose viewpoint will not be warped through know- 
ing too much about what “can’t be done” in the oil 
business. 

The predicament of this great company is the pre- 
dicament of many others who are finding that sales 
methods which they have followed successfully for 
years are no longer effective. The fact is that we 
are going through the most radical and revolution- 
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ary upset that modern merchandising has ever expe- 
rienced. Many accepted methods of distribution 
must be scrapped. The whole sales situation is in a 
state of flux. The great need of today is for men 
who can think their way through the problems that 
engulf them. Men capable of that task must neces- 
sarily be men whose minds are free from prejudice 
and customs. Asa rule they are men whose knowl- 
edge of sales management is as broad as sales man- 
agement; whose knowledge of business is as wide 
as business itself, and who have at their command 
the experience and the practices of others in all lines 
of sales activity. The answer to most of the prob- 
lems of today is to be found outside the industry 
with which the concern is identified. 


A National Census The rise of distribution as 
of Distribution the overshadowing problem 

of American business has 
brought to a head the agitation for a census of na- 
tional distribution by the federal government. Such 
a census was first advocated in SALES MANAGEMENT 
in 1919. Since that time the idea has been consis- 
tently emphasized by this magazine, and discussed 
by our editors with various government officials. 
The matter has now progressed to a point where 
Secretary Hoover proposes that such a census be 
undertaken in 1930, and a meeting of the directors 
of the Chamber of Commerce of the United States 
has been called to discuss such a census at West 
Baden Springs on October 15. The first steps 
towards a national census have already been taken 
in the survey just made in eleven metropolitan 
areas. The report on the Baltimore survey has 
been released. While these local surveys provided 
considerable useful data for sales managers, it is 
regrettable that they confined themselves so largely 
to retail distribution and general merchandising 
problems. With the volume of advertising being 
done for articles of manufactured merchandise, we 
are prone to forget that the great bulk of distribu- 
tion is the flow of commodities and materials from 
industry to industry, to be used in manufacturing 
merchandise. There is little relation between the 
distribution problems of a concern selling brushes 
to industry, and a concern selling brushes for resale 
to retail dealers. The census that Mr. Hoover pro- 
poses should recognize that distinction. In that 
connection we will begin publication in the next 
issue of SALES MANAGEMENT of a series of articles 
by one of the leading authorities on industrial mar- 
keting, showing how various articles of general use 
could be sold to industry. While these articles will 
be of especial interest and value to concerns selling 
these particular products, their principal value will 
be in showing how any product bought by industry 
can be distributed more effectively and more eco 
nomically. 
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Ad Men Pour Into Chicago 
for Week’s Conclave 


S SALES MANAGEMENT goes to 
A press, specialists in every 
feld of sales promotion from six 
nations are gathering to attend 
the conventions of the thirteen 
sales and advertising bodies which 
meet in Chicago October 17 to 22. 

Chicago’s Advertising Week 
will cover the whole field of busi- 
Disciples of the 
newspapers and magazine page, 
the sales letter, and the house 
organ will hold meetings. Most 
of the conventions will be held 
under one roof, the Stevens Hotel, 
and all are cooperating to present 
a complete picture of the adver- 
tising field to the visiting indus- 
trial executives and distributors 
of merchandise. It is estimated 
that more than three thousand 
users of advertising will be pres- 
ent at the gatherings. 


ness expansion, 


Skinner Will Talk 


Recognizing the fact that al- 
though production is up, prices 
are down, the Direct Mail Adver- 
tising Association Convention, 
the largest of the group meetings 
during the Week, has chosen 
“Combating the Rising Cost of 
Selling” as its central subject of 
discussion. 

This convention at the Stevens, 
October 19, 20 and 21, will devote 
a good deal of time to the subject 
of tying up sales letters and cir- 
culars with newspaper and trade 


journal advertising. One session’ 


will cover “Copy —the Priceless 
Ingredient of an Advertisement.” 

Edward N. Skinner, general 
manager of Wilson Brothers, will 
talk on the obligation ‘of the 
manufacturer and distributor to 
help the retailer stay in business. 

The Insurance Advertising 
Conference will meet at the same 
hotel, October 17 and 18. Allen 
D. Albert, editor of the Evanston 
News-Index, will discuss the value 
of insurance advertising. Con- 
siderable time will be given to the 
question of selling insurance di- 
rect by newspapers. 


The Audit Bureau of Circula- 
SAL 
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tions and the Inland Daily Press 
also will meet in Chicago during 
the week. Circulation figures and 
publishing problems of interest to 
advertisers will be thoroughly 
gone over at these sessions. 

The business paper side of ad- 
vertising will be represented dur- 
ing Advertising Week by the 
meetings of the Associated Busi- 
ness Papers and the National 
Conference of Business Paper 
Editors. The International As- 
sociation of Newspapers, Adver- 
tising Executives and the 
Association of Newspaper Classi- 
fied Managers will talk on 
problems peculiar to their field, 
and the Mail Advertising Service 
Association will turn its attention 
to questions dealing with the 
work in letter shops. 

The letter writers have their 
association too and so do the 
house organ editors. These asso- 
ciations will take up such ques- 
tions as how to make a collection 
letter a bid for more business, 
and how to interest employees in 
a magazine published by a cor- 
poration. 


Teachers to Meet 


The teachers of advertising and 
marketing will have a meeting of 
their association and several uni- 
versity instructors are planning 
to bring their classes to the Ad- 
vertising Exhibition to be held 
under the auspices of the Chicago 
Advertising Council. 

Business executives are invited 
by the Chicago Association of 


Commerce to attend the Adver- | 


tising Exposition to be held at | : 677 St. Paul Street, Rochester, New York 


the Stevens. 
agencies will 


Several advertising 
exhibit plans of 


Film 
Pictures 


During the NEXT 
TWELVE MONTHS 


complete campaigns for market- | 


ing products, starting with news- | 
paper display working through | 


magazines, outdoor advertising, 
broadsides and sales letters. 

Masterpieces in the typog- 
rapher’s art and the latest color 
and art reproduction processes 
will also be on display at the 
exhibition. 
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Salesmen 
equipped with 
BAUSCH & LOMB 
SALES PROJECTORS 


Will have a great advantage 
over their non-equipped 
competitors. (After that 
time, their use will be al- 
most universal!) 

Make frst use of this new 
dissolver of sales-resistance. 
15 minutes explains it. Our 
representatives call on in- 
vitation. Please use 


BAUSCH & LOMB 
OPTICAL CO. 


Sales Projector Division 


Tell us how we can make our 
selling easier with a Bausch 
& Lomb Optical Co. 

SALES PROJECTOR 


Name 
Address 
ABLE MEN USE COUPONS 
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If you are 
a “business 
climber” 


I'd like to guide you in the systematic 
study of Advertising, Selling and Busi- 
ness Writing for the next twenty 
months. 


I have combined several high-grade 
business courses in one broad treatment 
that aids the subscriber in qualifying 
for planning, preparing and managing 
both sales and advertising activities. 
The usual drudgery of correspondence 
courses has been reduced. The read- 
ing is of the live sort. Textbooks of 
college standard used. Loose-leaf Sup- 
plementary Helps. Tests are on major 
topics. Personal correspondence. Friendly 
editorial service by me. No cut-and- 
dried criticism. 


The coaching reflects the varied prac- 
tice of the modern advertising agent and 
my experience of more than twenty-five 
years in sales-planning, advertising, 
writing and teaching. My present group 
of keen men and women are doing fine 
work. I can help others of similar 
caliber and spirit. 

Write me frankly about your present 
work and your aims for the years 
ahead. This will put you under no 
obligation. 


S. Roland Hall Box 620, Easton, Pa. 


Member, American Association of Advertising 
Agencies, Authors’ League of America. 
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CIRCULATION 


INCREASE 


October 1, 1921.........3,153 
October 1, 1920.........2,527 


—- 626 

October 1, 1922........3,839 

October 1, 1921........3,158 
—_ 686 

October 1, 1923.........4,144 

October 1, 1922.........3,839 
—-_—s«-—« 305 

October 1, 1924.......4,486 

October 1, 1923.........4,144 
342 

January 1, 1926........5,727 

October 1, 1924........4,486 
—-_ 1,241 

January 1, 1927.....6,709 

January 1, 1926.....5,727 
——_~=«=«aY982 

Total increase for 

6 yrs., 3 months... _ 4,182 


Daily average net 
paid circulation 


(ABC) quarter 7 0] l 
March 31, 1927..... § 


THE % DAILY HERALD 


Herald Building 


Gulfport Biloxi 


Mississippi 


Herald Building 
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Farm Income for 1927 to Show 
Billion Dollar Increase 


BILLION dollars was the 

estimate made of the farm- 
ers’ extra income in 1927 over 
what they received in 1926, says 
the October 6 survey published 
by the Chicago Tribune. These 
figures, the report says, are sup- 
ported both by private statistical 
agencies and by statements from 
Eugene Meyer, chairman of the 
Federal Farm Loan Board. Dur- 
ing the month of September, 
crops, particularly corn, were af- 
fected in two ways. The price 
went down and the crop went up. 
The midsummer temperatures 
which prevailed during the first 
two weeks of September had 
proved an unexpected boon to 
midwestern farmers, who had 
been forced by incessant spring 
rains to plant crops  unprece- 
dently late. 


Corn Yield Up 


In order to collect the informa- 
tion upon which the Tribune 
report is based, reports were ob- 


| tained from the heads of agricul- 


tural departments in the five 
states comprising “Zone 7.” The 
report says, in part: 

“Herbert E. Crowell, Commis- 
sioner of Agriculture of Michigan, 
estimates that the corn yield in 


| that state was increased by ‘as 


much as 10 per cent by the hot 


| weather, although W. H. Ebling, 


agricultural statistician of Wis- 


| consin, placed the increase for 


| cent, 


that state at three to four per 
In Iowa, where the crop 
was a very fair one, the best in 
the corn belt, in fact, Secretary 
of Agriculture Thornburg reports 
that the principal effect of the 
hot weather was to ripen corn 
that was already well along in 
development. Farm income pros- 
pects are thus improved in the 
midwestern states where the crop 
was the poorest. 

“Taking the statements of the 
secretaries along with other re- 
ports, the conclusion is reached 
that the corn crop for the country 
increased by as much as one hun- 
A G 
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dred million bushels during Sep- 
tember, and that there is ‘a 
possibility that the actual yield 
will run as high as last year’s 
crop of 2,647 million bushels, 
With December corn selling at 20 
cents per bushel more than a year 
ago, the value of this crop alone 
will be a half billion dollars more 
than in 1920. 


Cattle Prices Soar 


“Although the wheat crop is 
larger than a year ago the price 
is also lower, and the aggregate 
yield of the farmer from this 
cereal will approximate last year’s 
aggregate. Rye will net the 
farmer about twenty million dol- 
lars more than a year ago, and 
barley an additional thirty million 
dollars. Cattle and pork will also 
bring the farmer more, in view 
of the higher prices now prevail- 
ing. Cattle at the close of the 
month sold in the Chicago market 
at the highest price since 1920. 


“Summarizing farm _ income: 


prospects, it seems that the farm- 
ers will receive nearly, if not 
fully, a billion dollars more than 
they did in 1926. The only effect 
of the late growing weather in 
September and the consequent 
drop in crop prices has been to 
cause a different distribution of 
the farm income than appeared 
likely a month ago. Agricultural 
income in the northwest is likely 
to be somewhat less, and in the 
midwest somewhat more than was 
indicated by crop and price con- 
ditions prevailing September 1. 
“Meanwhile, the settlement of 
the coal mine strike in Illinois re- 
turns to an income receiving 
status, 72,000 men who have been 
out of employment for six months. 
As this is the period of steady 
mine operations, this increases 
the prospective income of Illinois 
people by $500,000 per day, oF 
$75,000,000 in the next six months. 
“Business is expanding and the 
operation gives every indication 
of being a substantial and well- 
sustained movement.” 
rs 19 2 / 
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TWO RADIO FIRMS 
IN MERGER 


ELLS-GARDNER and 

Company, Chicago, Illinois, 
and the Precision Products Com- 
pany, Ann Arbor, Michigan, have 
merged their radio manufacturing 
businesses and organized a new 
Delaware corporation known as 
The Consolidated Radio Corpora- 
tion. The officers are C. A. 
Verschoor, president ;A. S. Wells, 
vice-president; F. E. Royce, sec- 
retary, and Frank Dillbahner, 
treasurer. 

The merging companies will 
continue their present manufac- 
turing plants in Chicago and Ann 
Arbor, but in the future the com- 
bined business will be conducted 
by the new Corporation operating 
the two plants as separate units. 
One will be known as the Wells- 
Gardner Division and the other as 
the Arborphone Division. 

Officials of the new company 
state that the trend of the radio 
industry is for fewer but larger 
companies who can cope with the 
new situation being rapidly 
brought about by the solidification 
and stabilization of the industry. 

One of the first steps of The 
Consolidated Radio Corporation 
was the taking out of a license un- 
der the radio patents of the Radio 
Corporation of America, Westing- 
house Electric and Manufacturing 
Company, General Electric Com- 
pany and American Telephone 
and Telegraph Contpany. 


NEW ACCOUNTS FOR 
WHITE AGENCY 


The Frank B. White Company 
of Chicago has been selected to 
handle the advertising account of 
the Lakeview Poultry Farm, Hol- 
land, Michigan. Poultry and farm 
Papers will be used. 

Another account to be directed 
by the White agency is that of 


the Union Nurseries, Fonthill, 
Ontario. 


_ The Guide Motor Lamp Manu- 
lacturing Company of Cleveland, 
Ohio, has appointed Eddy & 
Clark, Inc., of Akron, Ohio, to 
direct its advertising. 
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O you want to establish your product with 22,000 families 

who earn splendid incomes, who live very comfortably, 

who are able to buy the better things in life, and who are sold 
on the value of the advertised brand? 


Come to TROY and we will help your salesmen distribute 
your product to these rich consumers. Our merchandising 
department knows the dealer intimately, and enjoys his con- 
fidence fully. They are ready to conduct investigations to 
determine the saleability of your product both with the dealer 
and consumer. After they submit their report they will prove 
to you that the TROY RECORD is the only paper required 
to completely dominate this rich and independent market, for 
the RECORD is read by 8 out of 10 families in the Troy 
trading area, where 118,141 people live within Troy’s 4 mile 
radius. 


We have the facts ready for you. 
to-day? 


Won’t you send for them 


m| The TROY RECORD 


“Try It Out in Troy—The Try-Out City” 
A. B. C. 22,185 Copies Daily 


CHAS. H. EDDY CO. 


CHICAGO - NEW YORK 
BOSTON 
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How We Doubled Sales in a Year 


When the sheet was new, the 
first laundryman put his route 
number and identifying insignia 
for the family name in the corner. 
Then the family changed laun- 
dries and the next one put its 
series of hieroglyphics on the 
sheet. The family then moved 
and a third laundry added to the 
legends inscribed on the bed linen. 
By this time the corner of the 
sheet was an unsightly thing, and 
the housewife who was at all fas- 
tidious was ashamed to use the 
sheet to dress a guest room bed. 

Having uncovered the further 
information, through another bit 
of research, that the average 
housewife had only a vague idea 
of how long her sheets wore, we 
provided a sewed-on label which 
carried the Dwight trade-mark, a 
place for dating the sheet, and a 
blank for laundry identification. 
This dating plan was one of the 
measures we took to hammer 
home the point that our sheets 
were absolutely guaranteed to 
wear. 


The Dating Plan 


As I mentioned before, we 
knew the wearing qualities of our 
sheets, but we had nothing start- 
ling in the way of concrete facts 
to prove this point. So we bought 
three of each brand of sheet 
which can be considered competi- 
tive to ours—there were six — 
and sent them to a steam laundry 
for a test. 

We had them, together with 
three sheets of our own make, 
washed three hundred and sixty- 


five times, until the — strain 
equaled years of wear in the 
home. Then we made micro- 


scopic photographs of each sheet. 

Although other sheets were 
washed to shreds, Dwight An- 
chors remained in excellent con- 
dition — even at the four points 
where sheets usually wear out the 
fastest. The center fold showed 
no weakening, though the threads 
of other sheets were broken or in 
holes; the outer edge of the sel- 
vage was firm while other selvages 
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(Continued from page 650) 


were ragged ; the edge of the hem 
was unbroken while the hems of 
other sheets were frayed or ac- 
tually split open; and the inner 
edge of the selvage was perfectly 
sound, although other selvages 
were torn off in ribbons. 

Now we had a story to tell 
about Dwight Anchor sheets. We 
had some facts through which we 
could prove that what we claimed 
for our products was true. So we 
started to advertise, using these 
tests as the theme for most of our 
copy. Portions of the miscrosco- 
pic pictures were reproduced. 


Doubled Sales Volume 


We began advertising even 
though our distribution was still 
spotty among the larger centers 
of the country. This is contrary, 
of course, to some well-estab- 
lished theories of marketing, but 
perhaps the subsequent success 
of the campaign, even under these 
conditions, was explainable in 
terms of the fact that there still 
existed a rather widespread con- 
sciousness of the Dwight name. 
In many cases it was necessary 
only for us to re-awaken a con- 
sciousness that already existed, 
rather than to do all the mission- 
ary work necessary with a brand 
new product. 


Over and over we told the 
story through the women’s peri- 
odicals and through trade papers. 
The first advertisement appeared 
about a year and one-half ago, so 
the campaign has had an oppor- 
tunity to gain a little momentum. 
Briefly, the results of our re- 
vamped sales policy and the first 
eighteen months of advertising 
are these: consumer outlets have 
increased in the ratio of one to 
three — that is, where we had one 
outlet formerly, we have three 
now ; distributive outlets have in- 
creased in the ratio of four to 
seven, and sales volume has 
doubled. This is what happened 
when we really learned how to 
sell an eighty-year-old product. 


We have made an effort to win 
the support of the first-class qual- 
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ity jobbers in each territory, and 
through closer contact with them 
as well as through field trips 
taken now and then to keep in 
touch with the retail trade, our 
whole chain of distribution has 
been toned up, and we have come 
into a better understanding of 
each other’s problems. Perhaps 
with need for a_ better under- 
standing between manufacturers 
and jobbers and retailers — and 
agents, where that additional link 
exists, as it does in our case —is 
the explanation for a large part of 
the discussion about eliminating 
the middleman. Our experience 
indicates that the middleman has 
a very definite service to perform. 


The Middleman’s Job 


Perhaps our relations with our 
exclusive selling agents are a bit 
unique in the fact that we do all 
the studying, all the creative 
work, and all of the advertising, 
supplying only a steady stream 
of sales ammunition and _ promo- 
tion plans and ideas, which are 
in turn carried out by our agency 
organization, This division of 
functions has, in our case, proved 
to be an exceptionally happv one, 
and I think the results already 
shown by our new sales policies 
provide further testimony on this 
same point. In other words, we 
do not believe that the agency 
and jobber and dealer links in the 
chain of distribution can be ex- 
pected to carry also the burden of 
the creative selling work which 
must be done on almost any prod- 
uct to make it a success. Ideas 
and sales plans are the life blood 
of profit, and it is the manufac 
turer’s task to supply those ideas 
and plans to those who help him 
reach the ultimate consumer. 

All of our problems have not 
been solved, of course. We have 
only achieved a good start. The 
price cutting situation is an e& 
tremely serious problem in our 
business. Sheets are parallel t 
sugar in a grocery store — staple 
necessities which are too often sold 
at a loss as leaders. Few dealers 
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School. 
Marke’ 


Washington, D. C. 


There are 540,000 
peopld in Washing- 
ton, D. C. The school 
and college census re- 
cently taken. shows 
that there are more 
than 70,000 children 
in the public schools, 
18,000 in the private 
and parochial ‘schools 
and 12,000 in institu- 
tions of higher learn- 


ing. 
In other’ words 
more than _ 100.000 


persons in Washing- 
ton, D. C., go to school 
every day. 

This is a good 
market for books, 
paper, school  sup- 
plies, clothing, shoes, 
etc. 

And The Washing- 
ton Times in August, 
1927, had a net paid 
daily _ circulation 
average of 76,094, 
with a home delivered 
circulation of 37,872. 

Advertise in this 


fine school market in 
The Times and do 
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make any profit on sheets, which 
means that they cannot be in- 
duced to push them aggressively. 
In time some plan may be de- 
veloped which will overcome even 
this perplexing difficulty. 

Just at present we have under 
consideration some simple plans 
for educating retail salespeople — 
for telling them more about our 
product and giving them some 
facts which will help them sell 
our sheet at $1.65, for instance, 
against another sold at $1.50. In 
common with concerns in dozens 
of other lines, we feel the resis- 
tance constituted by the lack of 
sales equipment on the part of the 
clerk behind the counter. 


A Sampling Plan 


We have by no means run out 
of points to study concerning 
sheets, which to companies 
manufacturing complicated spe- 
cialty products, might seem the 
acme of simplicity. We are pio- 
neering, for example, in the in- 
troduction of the 108-inch sheet. 
The standard large size is 81 x 99 
inches, but when you deduct for 
hems and shrinkage, this doesn’t 
allow any too much length or 
width for arranging a_ really 
beautifully dressed bed. With the 
108-inch length, there is plenty 
of turn-back at the top to make 
a pleasing finish, and there is the 
additional point that the extra 
length affords extra protection 
for covers and blankets, thus sav- 
ing the slight additional cost in 
that manner. 

Another rather interesting thing 
we have done is to switch from 
the standard practice of putting 
a three-inch hem at the top and 
a one-inch hem at the bottom, to 
two-inch hems at both ends. 

Several investigations con- 
ducted under the auspices of gov- 
ernment and home economics au- 
thorities, seem to indicate that 
this simple plan will add, esti- 
mates say, as much as 25 per cent 
to the life of the sheet because 
the sheet will be reversed on the 
bed. The worst wear on a sheet 
comes at the bottom, over the 
feet, and a sheet hemmed accord- 
ing to the old custom, with the 
wider hem designating the top, 
will naturally always be put on 
the bed in the same way. With 
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the two-inch hem, this foot-wear 
will be divided between the two 
ends. 

Another plan we _ introduced 
with interesting results was the 
sampling of sheets. Six or cight 
months ago we sent samples of 
Dwight Anchor sheets to a large 
number of hotels, with a request 
that they be given a thorough 
test. Almost every mail is bring- 
ing favorable reports on these 
tests. 

These, then, are some of the 
things we have learned through 
approaching the study of sheets 
as a modern merchandising prob- 
lem. I have no doubt but what 
there are dozens of concerns in 
dozens of lines of business who 
can profit by our experience, es- 
pecially those who see markets 
slipping away because their com- 
monplace, prosaic products are 
low in attention value as com- 
pared with the myriad luxury or 
semi-luxury products now crowd- 
ing the market places. Perhaps 
your product, like ours, has in it 
a gold mine of selling opportunity 
which still lies undiscovered. 


LUMBERMEN STAGE 
SLOGAN CONTEST 


HE National Lumber Manu- 

facturers Association of Chi- 
cago has started an advertising 
campaign in the form of a slogan 
contest. Fifty-seven prizes aggre- 
gating $15,000 are offered for a 
slogan descriptive of the virtues 
and utility of wood. The contest 
is open to all within and without 
the industry, with the exception 
of the Trade Extension Commit- 
tee, and members of the head- 
quarters’ staff of the Association. 
A booklet, “The Story of Wood,” 
will be sent to all interested con- 
testants upon request. 


NURSERY ACCOUNT 
FOR HOYT 


The Meadow Brook Nurseries, 
Incorporated, of Englewood, New 
Jersey, has appointed the Charles 
W. Hoyt Company, Inc., to direct 
its advertising. Local campaigns 
will be conducted to develop the 
landscape gardening and cut 
flower departments. 
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BREAKS AUGUST 
SALES RECORD 


(Continued from page 653) 
printed in four colors. The inside 
pages each contained half-tone 
reproductions of the merchandise 
in each of the seventy-three of- 
fers, together with facts about 
quantities, prices, terms, etc. 

The sales force was divided 
into three classes: Seniors, Jun- 
iors, and Sophomores. The Sen- 
iors, of course, were the men who 
had the most productive territor- 
ies and whose previous records 
showed the highest sales volume. 
The Juniors were next in line, and 
the Sophomores third. The sales- 
man in each classification who 
sold the most merchandise, 
earned a reward of $75, the next 
salesman $50 and the third sales- 
man $25. These three prizes were 
duplicated for each classification, 
making nine prizes in\all. 


The Biggest August 


Special daily reports were sent 
to each man from the house, and 
special reports printed especially 
for the drive were mailed into the 
house every day by the salesmen. 
The seven Senior salesmen had 
reports printed on blue paper, the 
live Junior salesmen had~reports 
printed on pink paper, and the 
five Sophomore salesmen had re- 
ports printed on golden rod paper. 

A special reward of $1,000 for 
the salesman in each classifica- 
tion, who made his quota on each 
of the seventy-three offers, was 
announced by William Ochse, 
president of the company, making 
a total of $3,000. However, none 
of the salesmen earned this re- 
ward, as none of them made the 
quota on the complete list. 

W. H. Lewis, vice president 
and sales manager of the com- 
Pahy, stated that this event proves 
beyond all question of doubt that 
August sales in Texas do not 
necessarily have to slump. 

As has been shown many times 
Previously by similar stories in 
SALES MANAGEMENT magazine, it 
stems to be up to the sales man- 
ager to give his men a definite 
Plan to work if seasonal sales 


slumps are to be given a “knock 
out bl Ww. 


IDEA 


MEN 


whose business it is to know the new things 


Creative Printers 


A coated, mottled, rippled, rich- 
colored cover paper that re-colors 
itself without ink under hot em- 
bossing die. Nothing like it. Prints 
halftones (it’s coated). Smudge- 
proof; ordinary finger marks 
disappear instantly. No cover 
paper like it; made for creative 
printers by papermakers with 
ideas. 


Commercial Artists 


Effects — Light colors printed on 
dark shades, heretofore impracti- 
cal, now practical with one print- 
ing for most subjects. We know; 
we made the cover stock. Effects 
—A cover that changes its color 
under hot die, giving two-tone 
value at one impression without 
the use of printing ink. See the 
Kroydon Cover Book; shows 
examples. 


Advertising Managers 


What’s new? What’s different? 
What’ll we hit’em with next? Seen 
Kroydon, the cover paper with 
built-in ideas? For instance, it’s 
moisture- proof and tough, for 
mechanics’ manuals, price books 
and parts books; will not show 
ordinary finger marks, 


And how about an actual half- 
tone reproduction of your prod- 
uct on your catalog cover? Kroy- 
don Cover is coated, it prints a 


halftone beautifully. 


But the unique feature of Kroy- 
don is that it changes color at 
point of contact with a hot 
embossing die, giving a two-color 
embossed cover with one impres- 
sion and no ink. Nothing like it; 


it’s all shown in the sample 
book. 


1—Smudge-proof 


2—Self-recoloring 


3—Halftone printing 


HOLYOKE CARD & PAPER COMPANY 
Makers of Cover Papers, Cardboards, Coated Papers and Specialties 
55 Fiske Avenue, Springfield, Mass. 
COUPON 


Holyoke Card & Paper Co.: If you have built into Kroydon Cover the ideas you 
speak of, we as idea men would like to see the sample book which shows the evidence. 
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KROYDON COVER 


Reaching the South 


OUTHERN manufacturing plants 
are expanding; prosperity exists. 

At the present time there are over 
250 advertising agencies in the 
South, controlling 1,252 advertising 
accounts. 87 outside agencies have 
two or more accounts each. Both 
advertisers and agencies are rapid- 
ly increasing in number. Firms in 
Southern Advertising & Publishing 
territory for past four months have 


been spending over $800,000 a month 
in the magazines alone. 

This condition makes the South an 
excellent market for all concerns in- 
terested in reaching new prospects. 
Advertising space in Southern Ad- 
vertising & Publishing, the South’s 
own advertising magazine, will fully 
reach this responsive group of adver- 
tising people. The editorial material 
published means that each issue is 
thoroughly read. 


Subscription price is $2.00 a year. Send for sample 
copy! For a complete analysis of this field address: 


SOUTHERN ADVERTISING & PUBLISHING 
Entire Third Floor, 20914 W. Market St., Greensboro, North Carolina 
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By this NEW 
and proved 
advertising 


FREE 


Offer to Executives 
See Coupon Below 


medium 


HE experience of successful national advertisers may well 
be a guide to others in the selection of advertising media. 
And literally hundreds of the most successful have adopted 
Autopoint Pencil as a definite part of their merchandising plan. 
They use Autopoint as a constant reminder of their firm and 
product to bolster up their magazine and other advertising. 
Autopoint pays for itself. Results are rapid. Your salesmen 
present these attractive pencils to your customers and prospects. 
Your name is attractively stamped on the barrel. 


Not a mere souvenir 


Autopoint is not discarded. It stays in the customer’s pocket, 
on his desk ...a reminder of you many times a day when 
ordinary advertising is not seen or read. 

Autopoint eliminates the waste of “one-time” advertising, of 
advertising that goes into the wastebasket. Results are continual, 
good-will is progressive, with Autopoint. 

Read the exclusive features of this famous pencil. Let us send 
you one to use yourself. Your delight with it will give you 
some idea of how your prospects will receive it. 

Send the coupon now for complete information, for list of 
users, prices, and a beautiful sample for yourself. There’s no 
obligation. Send coupon today. 


MAIL COUPON TODAY 


Model 


The 
Over. 
size 


i® Perfect balance — 


Name............ 
@ Cannot ‘jam’? — protected by patent. 
But one simple moving part. Nothing | Firm 
.to go wrong. No repairs. 
@) Bakelite barrel, beautiful onyx-like| Title...................... 
light-weight material. 
Address... 


AUTOPOINT COMPANY 


ple Autopoint, booklet, 
proposition, prices, ete. 


Better Pencil’”’ 


3 Big Features 


4619 Ravenswood Ave., Chicago, Ill. 


Without obligation, please send sam- 
sales-building 
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not “topheavy.” 


—may lack just a little “something” 
to make 
more business. 
years’ experience discovering and de- 
veloping money making advertising 
ideas. Suggestions submitted on ten 
days’ approval to any well-rated con- 
cern, 


Your Advertising 


it produce a great deal 
I have had nineteen £ 


INC. 


JAMES H. BUSWELL NEW YORK 


CHICAGO 


An organization providing a com- 
plete service in Outdoor advertising 
through advertising agencies 


NATIONAL OUTDOOR 
ADVERTISING BUREAU 


DETROIT 


Kalamazoo, Mich. 


PHOTOSTAT 
SERVICE 
RAPID AND ECONOMICAL + so 
in this field. 


FACSIMILES - ENLARGEMENTS - REDUCTIONS 
Commerce Photo-Print Corporation } 


42 BROADWAY 80 mewspaper. 


Hanover 8993 


MAIDEN LANE | 
John 3697 
| 


At 54 West 74th Street 


Tax Weekly 


The Taxi Weekly is officially recognized as 
the leading publication of the taxicab in- 
200,000 people are directly engaged 
They do their buying through 
the advertising columns of 


their 


DOMINATES A 
$415,000,000 
INDUSTRY 


trade 


Published in Its Own Printing Plant 


- New York City 
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MAYTAG’S HOUSE 
ORGAN PLAN 


HE problem of developing a 
house organ that would con- 
tain divisional branch office news 
and yet be of interest to repre- 
sentatives all over the country, 
was recently solved by The May- 
tag Company of Newton, Iowa. 
In 1922, the company started 
a house organ under the name of 
“Profit News,” which was a sin- 
gle-sheet affair and was sent to 
the entire organization, both 
wholesale and retail. This was 
issued regularly until the size was 
doubled and then re-doubled, and 
in 1923, the news was segregated 
by branches and published under 
their respective heads. The house 
organ gradually grew from a 
four-page sheet to twelve-pages 
of a larger size. 


Branch House Organ 


It was essential that “Profit 
News” be distributed nationally, 
and it was impossible, on account 
of the lack of space, to put a 
great many local news items un- 
der the different branch headings. 
This local news, of course, repre- 
sented a great deal of material 
that would interest only one out 
of the six company branches. 

To offset this, many of the 
branches started to publish a di- 
visional branch house organ, each 
one confined to articles, news, 
photographs, etc., of happenings 
within their own branch. These 
individual house organs cost, in 
the aggregate, a considerable sum 
of money. Aside from that the 
general house organ, “Profit 
News,” was being greatly slighted 
for news on account of the ma- 
terial that was held in_ the 
branches for their own house 
organ. 

In order to consolidate all ‘of 
these and bring about the advan- 

tages that were obtained by each 
branch from producing its ind 
vidual house organ, The Maytag 
Company brought the publication 
of all the house organs to New 
ton, Iowa. 

They are now handled in this 
manner: 

Each month a general section 
is prepared, which contains ma 


terial of general interest to all 
branches throughout the country, 
and this material is, in its entir- 


za ety, national in character and 
on- concerns no one branch any more 
WS than the others. 
re- Following the general section 
ry, is the news and material pertain- 
ay- ing to one branch — take for in- 
L. stance, the Indianapolis branch, 
ted whose individual house organ was i ; 
> of formerly conducted under the | GOOD impres- 
sin- name of “White Lightning.” | sion on the 
- to Under the new system, this house reader is the result 
th organ is consolidated with “Profit : 
was News” into a magazine form, of a good impres- 
was under the heading of “White | sion on the page. 
and Lightning and Profit News.” The E ‘ the 
ited same general material is used in sa aii anand 
ider taking care of the Philadelphia | — first consideration. 
use house organ which is now known 
na as the “Easterner and Profit | Our product and 
AES News.” The Atlanta branch or- i ourservice liveup 
gan is published under the name Hl 
of “The Southerner and Profit to our name. GALLERY 
News,” and the fourth magazine, a 
rofit covering the Kansas City branch, 
ally, is “Spotlight and Profit News.” | ILLUSTRATING 
ount PHOTOGRAPHY 
ut a Promoting Contests | PHOTO-RETOUCHING 
ad In this manner all of the 
Ings. branches are satisfied, as they 
ape have their own personal news as 
terial well as “Profit News” combined 
e out into one magazine. The plan has 
brought about the result The 
EN DAY 
[the Maytag Company attempted to a, 
a . produce in the first place, and has \ \ SF ERE 
_ each prevented duplication of news \ \\ 
news, that was being read only by one ee ering CO. 
nings bra } - T 4 3 ; | > uperior i) ca ‘O, ° 
These ies aight i) Phone Superior 1013-1014 


to confine contests to the partic- 


st, in ular branch holding them without 
e sum forfeiting any branch secrets. The 
it the cost has been reduced almost one- - —-— 
Pront half and the magazines have | Siptatapacaupuantanteieinaeeseaggaaaaaaaetaa elena gic talia atin enh 
ighted grown in size until the combina- ‘ BETTER CARRYING CASES 
e a > of material runs as high as 
1 the 00 to 325 pages a month. 
house This i of The Maytag at LESS MONEY 
, Company will no doubt be of Easier to Pack — Easier to Carry 
all ‘ot benefit to other companies who ; 
vdvan- are facing the perplexing problem Campbell Cases are designed to fill 
y each of keeping hele tee cna your definite needs. Tell us what 


s indi: f' interest to all of their branches, you wish to carry and we will build 
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lavtag i a case that will satisfy. Let us send 
poe ’y combining personal and na- quotations on your requirements. 
er tional news in their publication. We operare our own tannery 
iia —— and manufaciure cases — all 

} under one roof. 
in this The Therman Appliance Com- 

| pany, Tne., has appointed the TH E PE RKINS -CAM PBELL CO. 
section arles W ESTAB H 1879 
ape V. Hoyt Company, Inc., 1309 ETHAN ST. STOCK YARD STATION = CINCINNATI, OHIO 
ns ma as its adv ertising agent. iculecniteminiimemeaiiinmamaiae As & AA AA A AD 
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St. Louis 


Newest Hotel 
and the finest 


St. Louis’ newest hotel. It is far enough 
out of the/down-town district to give a com- 
plete evening change and relaxation — yet 
only minutes away from anywhere. Here 
will be found every comfort and every serv- 
ice feature that the most exacting traveler 
could expect— yet at prices that will get a 
happy O. K. from the sales manager. 


300 Rooms 300 Baths 
Room Rates 


Room for One Person— 
$2.50, $3.00, $3.50, $4.50 
(100 Rooms at $2.50) 
Room for Two Persons— 
$4.50, $5.00, $5.50, $6.00 
(Suites $10 to $25) 


Meals 
In the Coffee Shop — 
Club Breakfast.......... $ .50 
Plate Luncheon.........- .65 
ee ESE eee 1.00 
In the Dining Room — 
Luncheon ........0e-ee0- $ .80 
Dimmer ....-ccccrcccoce 1.50 


Also A La Carte Service in both Comes Shop 
and Dining Room 


ROOSEVELT HOTEL 


Delmar at Euclid 
St. Louis 


ROOSEVELT 


REAL JOBS FOR REAL MEN 


William L. Fletcher, Inc., acting as employment 
managers for corporations, constantly has high 
grade positions open. Bulletin and Vocational | 
Service at slight expense. Complete information 
without obligation. Strictest confidence ob- 
served. Not an agency. 


WILLIAM L. FLETCHER, INC. 
80 Federal Street, Boston 


—A Al 
PROMOTION is a booklet which 
shows the way to increased sales 


through the use of toy balloons. 
Copy sent on request. 
The TOYCRAFT RUBBER CO. 
ASHLAND, OHIO 
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MANUFACTURING COMPANY 
#206 WEST MONROE STREET, CHICAGO 
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Our product will help to sell your product 


The U. S. Printing & Lithograph Co. 
COLOR PRINTING HEADQUARTERS 
Baltimore 


Cincinnati Brooklyn 


Let our nearest office solve vour color printing problem. 
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A UNIQUE SALESMEN’S 
PAYMENT PLAN 
(Continued from page 660) 


and valleys in the sales curve. It 
has largely solved the problem of 


the unproductive salesman, be- 


cause his income dwindles exactly 
in proportion to his effort to get 
business. 

The four months’ period before 
the reduction of a man’s salary is 
allowed so that men who are 
working on big deals will have 
an opportunity to close them and 
get credit for their work without 
suffering a penalty for the time 
taken in doing the _ necessary 
amount of missionary work. The 
steady weekly salary relieves him 
of worry over his living expenses 
during the times when he is doing 
such work as this. 

When a customer moves from 
one salesman’s territory to an- 
other, we allow the first territory 
man to follow. through on any 
deal he may have started, pro- 
vided he has sold or actually 
quoted a prospect for goods in 
excess of $150. He may work on 
this prospect for three weeks, and 
he receives full credit for all sales 
made during this time. 

How this compensation ar 
rangement acts as a control over 
the salesman’s field work is illus- 
trated in the point in our contract 
which states that one point of 
credit will be deducted at the end 
of the month from the net earned 
quota for every call report handed 
in more than forty-eight hours 
late, the due date being the morn- 
ing after the day the call is made. 

This, I think, gives some indi- 
cation of the way our compensa- 
tion plan has worked out in its 
relation to some of the problems 
in handling and operating a force 
of salesmen. It seems to us to 
be one which embodies the ex- 
tremely desirable combination of 
perfect fairness to the salesman, 
together with a high degree of 
flexibility as a management lever, 
to the company. It supplies a 
generous measure of incentive, the 
step- up plan being an ever-pres- 
ent “come on” to the men on “ 
sales force. And best of all, 1 
gears compensation in close “oe 
tion to profits. 
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Coaching Salesmen by Mail 


(Continued from page 652) 


anything else. On that point of 
‘selling quantity’ please read 
again my letter of the 20th.” 

Now for one last selection from 
the files of this sales manager. 

“On your orders for last week 
my eagle eye spots some mighty 
encouraging signs. For example, 
at last you have the knack of 
selling more than the minimum 
quantity of GX-42 and its com- 
panion, GX-44. 

“But what about good old K-2? 
That is the bread-and-butter item 
of the whole line, and yet there 
are orders on which it does not 
appear at all and others where you 
let the retailer ask you, ‘How 
many in a case?’ and then let him 
order one case, when, by using 
the quantity arguments’ with 
which you are so _ liberally 
equipped on K-2, you would have 
stocked him with ten cases and 
given him a better deal. There 
isn’t a retailer in your territory 
who can’t sell ten cases of K-2 a 
year, and the free goods make it 
wise for him to order a year’s sup- 
ply in two shipments — and make 
it profitable for him. 


Profit-Producing Items 


“Over in the upper right-hand 
corner of your sample case num- 
ber two is a bottle that must have 
lost its label—for in a whole 
week not one single mention of it 
appears on your orders. Get it 
out, look it over, and then read 
page 19 of the catalog; para- 
graphs 54, 55 and 56 of your sales 
manual; and paragraph 42 of your 
instructions booklet. 

“As you are going to do all of 
these things within ten minutes 
after you read this, it is a safe 
prophecy that your commission 
check will be at least six dollars 
bigger each week from now on. 
The item is one which has always 
been neglected by your predeces- 
sors— that’s why dealers never 
ask for it. But it is tied up with 
our Fall advertising. Remember 
that you have the 11-G display 
unit which you can give with an 
order as small as three dozen.” 

To another of my good friends 


SALES MANAG 
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I am indebted for the opportunity 
to present entirely different an- 
gles of coaching salesmen in the 
field. For example, this gem 
written to a veteran: 

“Dear Old War Horse: 


“You are going to win a wager | 
going 


for me! 


An Appeal to Sportsmanship 


“And I am going to receive a | 
box of cigars five times as expen- | 
smoke — | 
they’re Corona-Coronas — from | 


sive as I ordinarily 


Mr. Maxley, our genial vice presi- 
dent. He is backing two colts’ 
sales to equal your sales total for 
July. They’re good boys, but I 
can’t make myself believe that 
colts have got horse sense or that 
when it comes to pulling a load 
that they won’t weaken after a 
few unskillful yanks at the tugs. 

“Every day from now on you 
will receive a wire from me telling 
their total sales for the previous 
day, and every night I want you 
to wire me your sales. 

“There is more in it than just a 
simple wager. For while I have 
the greatest pride in all the young 
colts who are honestly if friskily 
trying to swell our sales total, 
deep down in my anatomy is the 
conviction that in our veterans 
we have men who can be counted 
upon in emergency to yank us out 
of any sales mudhole that we may 
encounter. It’s been three or four 
years since I asked you to putin 
especially hard licks — because I 
know that a long steady pull is 
what counts. But I do want you 
to prove that I am right in be- 
lieving that you have not lost that 
type of enthusiasm which rises to 
its peak in emergencies. 

“You are working for the honor 
of the veteran force, and I know 
that you will put it all over these 
two young cubs no matter how 
early in the morning they start to 


work or how late at night they | 


finish.” 
To satisfy my curiosity I 
quizzed my friend and found that 


the old war horse came through | 


with several thousand dollars to | 
e e | DIRECTION 
following | 


spare — incidentally 
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When? Where? How? 


Do National Advertisers 
Use Newspaper Space ? 


HE monthly HAN'FORD AD- 

CHEK RECORDS are now re- 
porting the individual lineage used by 
national advertisers in 242 newspapers 
in 63 Cities. 


Contact men and account executives 
now know what competitors are doing 
or have done in the past: when they 
advertise, where they advertise, and 
how they buy space. 


Advertising Managers use this data to 
accurately judge when to advertise, 
where to advertise and what newspaper 
is the best media for their markets. 


Sales Managers want this information 
to perfect sales conditions, to guard 
against sales slumps, to satisfy their 
agents that the company is keeping in 
constant touch with every factor that 
effects sales. 


Advertising solicitors. find the H. A. C. 
Records invaluable both for data on 
space and media used and for the in- 
formation given of manufacturers who 
are using newspapers throughout the 
country. Whether buying or selling 
space, the H. A. C. Record is helpful. 


These men are using the H. A. C. Rec 
ords constantly. If they find the infor- 
mation valuable— Why not you? 


A copy of the HANFORD 
AD-CHEK RECORD will be 
sent on ten-day approval. 


Hanford Ad-Chek Bureau 


10 South Second Avenue 
Mt. Vernon, N. Y 


Larger Guest Rooms 
Well Lighted Sample Rooms 
—and Luxury that is Homelike 


Business executives and salesmen ac- 
customed to analyzing the success of 
any new undertaking, have been en- 
thusiastic in their praise of the much 
larger, more airy, luxurious bed-rooms 
and the well lighted, proportionately 
larger sample rooms of the new Detroit- 
Leland Hotel. 


And the homelike luxury, irreproach- 
able service, excellent cuisine and 
atmosphere of accustomed well-being 
offers you the same hospitality you 
would expect as the honored guest of 
any distinguished household. 


700 Large Rooms with Bath 
85% are priced from $3.00 to $5.00 


| DETROIT-LELAND HOTEL 


Bagley at Cass, Detroit, Michigan 
(A few steps from the Michigan Theatre) 


Wm. J. Chittenden, Jr., Manager 


CONTINENTAL - LELAND CORPORATION 
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TRAVELING .. 
SALES MANAGER 
WANTED 


To do the work heretofore done in the field 
by the General Sales Manager. Two men 
have previously tried this work, and failed, 
therefore, this is an opportunity only for a 
man who has demonstrated his ability in simi- 
lar work. 


REQUIREMENTS: 


At least ten months traveling over large 
territory each year. 


Ability to select salesmen who can _ success-’ 


fully negotiate large deals, employ them on a 
commission basis without drawing account, and 
afford them proper coaching. 


Ability to locate prospects with money and 
sell them quickly a proposition involving the 
investment of large sums in equipment. 


Wide business training, mature judgment, 
absolute honesty, plenty of guts, and good 
health. 


THE COMPENSATION: Moderate salary, 
expenses, and a share of the profits that will 
make the connection attractive and the work 
interesting. 

A personal interview at the factory located 
in the south will be arranged at our expense 
with the applicant whose qualifications best 
meet our requirements. Tell the whole story 
in your first letter, which will be treated in 
strict confidence. Box M-1020, SALES MANAGE- 


MENT, 4660 Ravenswood Ave., Chicago. 


‘Binders 


for Sales 


Management 


Each binder will hold 
thirteen copies of the 
magazine. Each issue as 
received can be easily 
and securely fastened 
in the binder which will 
open flat like a book. 


Made of heavy, durable 
material and bound in 
SUPER-FINISH ART 
LEATHER. The cover 
is finished in two-tone 
dark brown Spanish 
grain, with lettering and 
panels, antique bronze. 


You will want a binder 
for your desk or library. 


Price, $2.00 each, postpaid 


SALES MANAGEMENT 


MAGAZINE 

| 4660 Ravenswood Avenue 
CHICAGO, U.S.A. 
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that contest month up with new 
records to the end of the season 
—and that he wrote: “You will 
find I am testing your old harness 
when your colts have given up 
the new game of really working 
for a living.” . 

One last selection — from the 
files of the vice president in 
charge of sales of a Pennsylvania 
manufacturer of drug sundries. It 
was written to his divisional field 
sales manager in Texas. 

“Dear Arthur Morton: 

“Tt’s my fault that young Cald- 
well and young Buckley are doing 
so poorly — not their fault. For 
if I had impressed you strongly 
enough with the critical nature of 
our situation with service whole- 
sale druggists, you would have 
long since taken time to see these 
two men in action and to have 
remedied their obvious omissions. 


To a Branch Manager 


“We are committed without 


question to a 100 per cent pure | 


service jobber policy. So far, 
largely through long and close 
friendship with the heads of many 
of our distributors, I have person- 
ally kept our lines from being 
placed on the ‘10 per cent list’ 
even though competitive and 
allied products have long since 
been slashed in the bitter warfare 
which is now devastating the 
profits in 
field. 
“Perhaps I have depended too 
much upon your abilities to win 


your local skirmishes without aid 


from the home office. If so, I 
regret keenly your silence — for 
we are engaged against our incli- 
nations and against our will in a 
war, the seriousness of which we 
can only guess. It is imperative 
that the ranks be closed in Texas 
and.that we rally to the support of 
our loyal friends. This support 
must come in the form of orders, 
more orders, and most orders. 

“And these orders must be just 
as large as the human ability of 
you and your staff can make 
them. 

“Before me are the order files 
of Caldwell and Buckley. You 
cannot run through a week’s or- 
ders without seeing that these 
men have forgotten the existence 
of the specialties we launched in 


ANA GEWM™MEAT, 


the wholesale drug — 


OCTOBER 


March. You cannot run through 
a week’s. orders without seeing 
one thing — that these two boys 
sell nothing but the old staples 
and the very latest items as bulle- 
tined. They have lost or forgot- 
ten the ammunition that we have 
sent them so liberally during the 
past four months. They are one- 
time single-trackers who can sell 
anything they wish to sell — but 
who drop one toy to pick up the 
latest one, 


The Forgotten Specialty 


“Tf I were in your shoes I would 
wire these two men to meet me in 
Fort Worth Saturday noon, the 
twenty-seventh. Then I would 
shut myself up in a room with 
them, with ‘time out’ only for 
meals and a walk around the 
block, until Monday morning. 
They will go back tired — but not 
half as tired as you will be. The 
time has come for them to give 
the best they have in them, and 
it is your job to show them pre- 
cisely what you want them to do 
and how you want them to do it, 
and then to follow through by 
personal visits in the field by lib- 
eral use of toll calls and by keep- 
ing the wires hot. 

“T am setting the quotas of 
these men for the next four weeks 
so high that you will gasp when 
you look at the attached memo- 
randum. But you will also gasp 
when you see that a nice new yel- 
low one-hundred-dollar bill will 
be sent to you when they reach 
the quota set. A copy of this is 
going to your good wife Louise 
with a note from me telling her 
to spend the hundred before she 
hears from you, as you are certain 
to win it.” 

I am happy to end this little 
grouping of examples of unusual 
letters by telling you that Arthur 
Morton did win the one-hundred 
dollar bill. 

The American Chemical Paint 
Company of Ambler, Pennsyl- 
vania, has appointed Reimers & 
Osborn, New York advertising 
agency, as its counsel. A new 
product to remove carbon from 
automobile engines, is being 
placed on the market. Test cam- 
paigns will be run before regular 
schedule is adopted. 
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Not long ago 
printed a series of two articles about the 
use of aerial photographs in sales work, 
with the result that the postman’s daily 
load was increased to the extent of a 
dozen or more inquiries from subscribers 
as to where more information might be 


obtained on this subject. Voici: (and 
gratis, I think) a series of bulletins on 
all types of aerial surveying is in prep- 
aration by the Fairchild Aerial Surveys, 
Inc. of 270 West 38th Street, New York 
City. The first of these is called “Aerial 
Photographic Maps” and is now avail- 
able. 


A twenty-four page booklet on acute 
angles of the subject of distribution has 
been prepared by The Farmers’ Loan and 
Trust Company, of New York, from ma- 
terial furnished by many distinguished 
business leaders. Among those who fur- 
nish data and opinion are the presidents 
of U. S. Rubber, General Motors, Victor 


Talking Machine Company,  Stewart- 
Warner, Swift & Company, Endicott- 
Johnson, Chrysler Corporationy B. F. 


Goodrich Company and National Biscuit 
Company. Executives may have a copy 
of this report by writing to Stewart C. 
Pratt in care of the bank, and the ad- 
dress is 22 William Street. 


Any sales executive who is interested 
in the choice of a southern industrial site, 
or in establishing a southern distributing 
center, will receive a most worth while 
booklet by writing to the Spartanburg 
Industrial Commission, Montgomery 
Building, in that city, S.C. This organ- 
ization not only furnishes stock facts about 
the market area, but includes specific and 
especially prepared data to show how that 
section can best serve the commercial in- 
terests of any particular type of business. 
There is no charge for this service. This 
city not only enjoys the advantage of an 
excellent location, but the survey shows 
that it is free, among other things, from 
taxation tricks,” which have proved the 


ane of so many concerns in many north- 
ern territories. 


“The Backbone of Saies Contests” is a 
brand new booklet that mirrors the at- 
titude of salesmen toward various basic 
sales contest plans. Its purpose is to show 
OW contests can be made popular with 
the entire sales staff and how every man 
can be kept in the fight from the opening 
‘nnouncement to the final bell. It’s worth 
dreading. Write to E. W. Porter of the 
remium Service Company, 9 West 18th 
Street, New York City. 
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How many millionaires are there in 
New York City? Where is Cherry Hill? 
What and where is Fraunces’ Tavern, 
and how did the Bowery get its name? 
Dozens of interesting facts about Amer- 
ica’s biggest city are included in a booklet 
of ‘Facts about New York,” reprinted 
from the New York Sun. Copies are 
available, we think without charge, from 
the Sun office at 280 Broadway. 


The Southern Planter of Richmond, 
Virginia, has sent us an informative “Cal- 
endar of Virginia Farm Work,” which 
tells, under monthly headings, just what 
the farmers in that section of the country 
are doing at any given season of the year. 
In Tidewater, Virginia, in April, for in- 
stance, we learn that the farm activities 
are seed bed preparation, corn planting, 
planting of truck crops, painting, machin- 
ery and building repairing, fencing, con- 
crete work, and poultry and dairy work. 
Copies of the chart are available through 
the Planter office. 


One of the old bones of contention in 
the advertising agency business is how 
much service the agency shall give the 
advertiser for the 15 per cent commission 
which is allowed. Henry T. Ewald, pres- 
ident of the Campbell-Ewald Company 
of Detroit, discusses this issue in a book- 
let which is obtainable without charge. 
Address the company office, General Mo- 
tors Building, Detroit, Michigan. 


An address entitled “Advertising in the 
Small City” by Stephen Bolles, editor of 
the Janesville Daily Gazette, made before 
the Sixth District of the International Ad- 
vertising Association at Milwaukee, Wis- 
consin, may be obtained in printed form 
by writing H. H. Bliss, secretary of the 
Wisconsin Daily Newspaper League, 
Janesville, Wisconsin. 


If you think your dealers are guilty, 
when customers enter their stores and re- 
quest your brand, of trying to sell them 
some other brand which they claim to be 
‘Just as good,” you will be interested in 
reading “A Symposium Aimed at the Evils 
of Substitution,” written for the Gannet 
Newspapers by such well-known advertis- 
ing men as Ernest Elmo Calkins, Bruce 
Barton, Sturges Dorrance, and thirty-two 
others. A line to Frank Tripp, general 
manager, Elmira Star Gazette and Ad- 
vertiser, Elmira, New York, will bring 
you a copy as long as the supply lasts. 
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You write the 
copy, but instead of send- 
ing it out in the regular way, just 
turn to your Library’of MARTIN ULLMAN 
LETTER-LAYOUTS 20 to choose 
from . . These layouts (actual size) im- 
prove sales letters they are simple 
ideas . . . practical . . . inexpensive .. . 
Your printer can produce any one of them 
for you. Some of them show unique ways 
of using folds . . . others achieve novel type 
arrangements. Here is a suggestion for a 
distinctive and effective size . there 
is an ideal way to “stage’’ enclosures ‘ 
this one will get more action for your 
coupon . the next is a mighty 
attractive self-mailer and money saver. 
So they go... 20 of them... getting 
clear out of the rut of usual letters, 
using every available facility to make 
sales letters pull more returns... 
Send $10 for the whole 20 Letter-Lay- 
outs ... no copy is included. 


MARTIN ULLMAN, 
250 PARK AVENUE, NEW YorK, 


Enclosed is check for $10 for which 
please send your Twenty Martin 
Ullman Letter-Layouts. 


I Want Your Product 
For Christmas Business 


Mr. Manafacturer: I am con- 
nected with an organization that 
serves a large number of De- 
partment and General stores. 


| 

| 

It is our aim to constantly | 
seek staple and specialty mer- 
chandise which can be retailed 
through these stores. 
| 

| 

| 


Now that the Christmas sea- 
son is at hand, your product 
may be of particular interest to 
our buyers, and we would appre- 
ciate an opportunity of looking 
over your line. 


Write me at once, when it will 
be convenient to discuss this } 
matter with the proper execu- 
tive, or better still call me at 
Ashland 8232-8233-2234-8235. 


SAMUEL L. UNGER 


30 E. 23rd St., New York, N. Y. 
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PEORIA AGENCY OPENS 
CHICAGO OFFICE 


The Schimpff-Miller Company, 
advertising agency of Peoria, II- 
linois, has opened a new office in 
Chicago, which will be conducted 
as a separate and complete adver- 
tising agency. Stuart B. Potter 
of the Peoria office of the com- 
pany, has been appointed man- 
ager of the Chicago office. 


The Gillette Safety Razor Com- 
pany of Boston, Massachusetts, 
has appointed the Barton, Dur- 
stine and Osborn agency to 
handle its advertising beginning 
January 1. 


Statement .of Ownership 


of SALES MANAGEMENT, published every other 
week at Chicago, Illinois, for October 1, 1927. 


Before me, a notary public, in and for the 
state and county aforesaid, personally appeared 
J. C. Aspley, who, having been duly sworn 
according to law, deposes and says that he is 
the editor of SALES MANAGEMENT, and that 
the following is, to the best of his knowledge 
and belief, a true statement of the ownership, 
management, etc., of the aforesaaid publication 
for the date shown in the above caption, re- 
quired by the act of Aug. 24, 1912, embodied 
in section 443, Postal Laws and Regulations. 


1. That the names and addresses of the pub- 
lisher, editor, managing editor and business 
manager are: 

Publisher—The Dartnell 
Ravenswood Ave., Chicago. 

Editor—John Cameron Aspley, 4660 Ravens- 
wood Ave., Chicago. 


Corporation, 4660 


Managing Editor—Evgene Whitmore, 4660 
Ravenswood Ave., Chicago. 
Business Manager—Jacob F. Weintz, 4660 


Ravenswood Ave., Chicago. 


2. That the owners are The Dartnell Cor- 
poration, a stock company organized and in- 
corporated under the laws of the State of 
Illinois, one per cent or more of the stock 
being owned by J. C. Aspley, Glencoe, IIl. ; 

D. Aspley, Glencoe, Il. ; B. Aspley, 
Chicago; J. T. Kemp, Chicago; P. S. Salis- 
bury, New York City; P. R. Means, Chicago; 
H. G. Trine, Chicago; R. A. D. Trine, Chicago ; 
M. V. Reed, New York; J. F. Weintz, Chi- 
cago; Eugene Whitmore, Chicago; E. H. 
Shanks, Chicago; T. D. Reid, Chicago; J. E. 
West, Chicago; and C. E. Lovejoy, Chicago. 


3. That the known bondholders, mortgagees 
and other security holders owning or holding 1 
per .cent or more of total amount of bonds, 
mortgages or other securities are: None. 


4. That the two paragraphs next above, 
giving the names of the owners, stockholders, 
and security holders, if any, contain not only 
the list of stockholders and security holders as 
they appear upon the books of the company, 
but also, in cases where the stockholder or 
security holder appears upon the books of the 
company as trustee or in any other fiduciary 
relation, the name of the person or corporation 
for whom such trustee is acting is given; also 
that the said two paragraphs contain state- 
ments embracing affiant’s full knowledge and 
belief as to the circumstances and conditions 
under which stockholders and security holders 
who do not appear upon the books of the com- 
pany as trustees, hold stock and securities in 
a capacity other than that of a bona fide 
owner ; and this, affiant has no reason to believe 
that any other person, association, or corpora- 
tion has any interest direct or indirect in the 
said stock, bonds or other securities than as so 
stated by him. 

J. C. ASPLEY, Editor. 


Sworn to and subséribed before me this 28th 
day of September, 1927. 
P. R. MEANS, Notary Public. 


(My commission expires March 28, 1931.) 
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Personal Service and Supplies 


Classified Rates: 50c a line of seven words; minimum $3.00. 


No display 


EXECUTIVES WANTED 


IF YOU ARE OPEN TO OVERTURES 
for new connection, and qualified for a salary 
between $2,500 and $25,000, your response to 
this announcement is invited. The under- 
signed provides a thoroughly organized service, 
of recognized standing and reputation, through 
which preliminaries are negotiated confiden- 
tially for positions of the calibre indicated. 
The procedure is individualized to each client’s 
personal requirements; your identity covered 
and present position protected. Established 
seventeen years. Send only name and address 
for details. R. W. Bixby, Inc., 118 Downtown 
Building, Buffalo, New York. 


SALES MANAGER FOR DIRECT-SELL- 
ing company—We have openings for men of 
unusual ability; fellows who are above the 
average in personality, energy and selling 
sense, to act as branch managers. Our meth- 
ods proven big money maker, but require hard 
effort and intelligent work to establish your- 
self. Must know how to recruit own sales 
force and wait on customers. Prefer man with 
clothing experience. No investment required. 
We pay salary and according to results. NO 
MANAGER EVER LEFT OUR EMPLOY. 
Write freely all about yourself; exact details 
of your experience, age, earnings, everything. 
If possible, send picture. If your letter does 
this, you will receive interview. Write in 
strictest confidence, as no investigation will be 
made until after interview. Our men know 
of this advertisement. Address Secretary, 20 
West Jackson Boul., Room 1306, Chicago. 


POSITIONS WANTED 


COMPETENT TRAFFIC MANAGER 
well posted in all traffic and shipping prob- 
lems, wishes position to take charge of the 
traffic work of a lively manufacturer and keep 
distribution costs at the minimum through 
correct handling of their work. Box M-1022, 
SALES MANAGEMENT, 4660 Ravenswood Ave., 
Chicago. 


Index to 


Altoona Mirror ..... 

American Multigraph | ‘Sales ‘Corp... 
American Photo-Engravers Assn... 
Autopoint Pencil Company.............. 


Bausch & Lomb..................... 


Birmingham News 640 
Bridgeport a SORA OR 702 
Brown & Bigelow... SER ROAR | 
Burroughs Publications 679 
Buswell Service 712 
Chicago Daily News 631 


Chicago Evening American... Cover 


Chicago Herald & Examiner......ccccccccnmenne 666 
Chicago Tribune Cover 
Cleveland Press 665 
C-llier’s 675 
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Cosmopolitan 644 
Dallas News 695 
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Detroit News ; 689 
Dictaphone Products Corpoenccrccocccccccccccscssssecssnenneee 100 


Evans-Winter-Hebb, Inc. 


The Farm Journal 
Wm. L. Fletcher, Inc 
Ft. Worth Star-Telegram... 


J. J. Gibbons 
ES Ea Co |, a acc enn ee aE aD re 
S. Roland Hall 


Hanford Ad-Chek Bureau................. ade - 
Holyoke Card & Paper Co... 


POSITIONS WANTED 


YOUNG EXECUTIVE, C. P. A., at present 
occupying position of Secretary-Treasurer and 
Director of Sales in a four million dollar man. 
ufacturing corporation seeks position as Gen. 
eral or Sales Manager. Practical experience 
gained in United States and Europe. Refer. 
ences can be furnished and a personal inter. 
view arranged. Box M-1024, SALES MANacr- 
MENT, 4660 Ravenswood Ave., Chicago. 


ADVERTISING AGENCIES 


ADVERTISERS RATE GUIDE FREE. 36. 
page Directory showing classified and display 
rates of best producing newspapers and maga- 


zines. Other information. We can place your 
advertisement in any publication at lowest 
rates. Our experience saves you money, 


Checking copies guaranteed. Write for Free 
Directory. Brown Advertising Agency, 
Dept. 1247, 140 S. Dearborn St., Chicago, II. 


SALES PROMOTION 


$50 TO $50,000 DAILY SALES DEVEL- 
oped during 28 years for clients by our direct 
mail plans, copy, campaigns. One product, 
1923, an idea, this year $100,000 orders booked. 
Fifty year old concern desired 50 national 
representatives in 1925; we produced 40 in 
three months. 700 dealers in 10 months, at $3 
each, for another. Ten years Sales Promotion 
Manager, Larkin Co. Submit sales problems 
for free diagnosis. James C. Johnson, 119 
Woodbridge Ave., Buffalo. 
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